Timebuyers: underpaid, 
underplayed, overworked— p. 34 
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Al Tiffany-Agricullural Specialisl-conduclor of FARM WORLD TODAY 




. , . Presenting all the basic, up-to-date information needed in 
the business of agriculture, to one of the greatest farm radio 
audiences in the Midwest. 

FARM WORLD TODAY, broadcast Monday through Saturday, 11:30- 
11:55 A.M., is an example of WLS specialized programming for a large 
and important selective market — those people, men and women, whose 
basic economy is dependent upon agriculture. Conducted by Al Tiffany, 
WLS Agricultural Specialist, FARM WORLD TODAY boasts one of 
the greatest farm radio audiences in the Midwest. They listen for infor- 
mation essential to the husiness of agriculture . . . 

. New Crop Possibilities! 

• Forecast of important crop and livestock potentials! 

• Labor sa\ ing devices — weather — markets ! 

• Local, National and International news affecting agriculture! 

• Projects of leading agricultural organizations — 
inclutiing farm women groups! 

... all i))iJ)()rUnit to all members of Midwest farm families because of the 
growing significance of possible war economy; heightened interest in 
market reports; e% er present concern over weather conditions, and the 
need to keep abreast of the %ery latest ngricultural developments. 

i'rom your point of view, FARM WOF^LD TODAY offers tremendous 
commercial possibilities. Sold on an economical participation basis, this 
program's inherent prestige yields quicker acceptance and firmer belief 
in each sales message — begetting instant bu)er action. 

Through \cars of ser% ice to the vast agricultural industry, by such 
programs as'l'ARM WORLD TODAY, WLS has emerged as the undis- 
puted agricultural leader in the Midwest — the result of planned program- 
ming and ser\icc by the largest informed agricultural staff in radio. 

Your Hhiir man has complete details on WLS agricultural leadership. 




F. C. Bisson, Market Specialist, 
presents latest market Informa- 
lion on FARM WORLD TODAY 



The WLS rural market is bit 
and important, with 1,73lKl 
370 radio families who< 
economy is so greatly di 
pendent; upon agriculturr 

■ This market consists of: \ 

11.5% of the nation's cai 
farm income 

o 

8.1 of the nation's farnfe 
0 

9.1 % of the nation's cattl^ 
1 5.6 */• of the nation's hogi 
9.4% of the nation's poult). 
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Local use of air 
by public 
utilities is up 



Lever agencies 
have eye on 
regional nets 



Videodex report 
shows import of 
TV time slot 



$2,000,000 air 
campaign spurs 
rise of Rybutol 



New sales firm 
for TV film 

shows emerges 



Dunhill tests 
TV in 2 markets; 
radio test due 



Use of hard-hitting public relations air advertising on local level by 
public utilities is increasin g (see page 32). No longer after mere 
"prestige," light and gas companies are out to buy ears with same 
cost-per-M awareness of P & G timebuyers. Local companies take cue 
from their trade group (Electric Companies Advertising Program) which 
sponsors "Corliss Archer" on CBS radio net work. ECAP has cut its 
co st-per-M from $5.75 in 1945 to $1.66 today . 

-SR- 

Lever Bros, agencies are making inquiries about r egional network s for 
soap firm, SPONSOR learned at presstime. This is but one of many in- 
dications that advertiser interest in regional webs is growing because 
of low-cost, no-waste circulation adv a nta ges . 

-S Re- 
value of grabbing off favorable t ime period for TV show is dramatised 
by recent Videodex ratings of "Racket Squad" kinescopes in 5 single- 
channel markets. In Milwaukee, with 9:00 p.m. Friday time slot, show 
got 29.7 rating; in St. Louis at 11.00 p.m. Saturday, show got only 
11.0; in Toledo, at 5.50 p.m. Saturday, rating was paltry 1.9. But 
when Toledo kinescope was changed to new time (Saturday, 8;00 p.m.) 
its rating zoomed to 28.5. (One of best ways to get good time slot, 
many sponsors have discovered, is by negotiating with station d irectly . ) 

-SR- 

Latest meteor on drug-product horizon is Rybutol, B-Complex vitamin 
which is now spending ad dollars at rate of |2, 000,000 for air cam- 
paign which includes MBS' Gabriel Heatter, saturation radio and TV in 
selected markets, and TV show on 8 ABC^TV stations. Razzle-dazzle of 
Rybutol firm (Vitamin Corporation of America, Newark, N.J.) is reminis- 
cent of medicine man style of Hadacol's Dudley Le Blanc — with impor- 
tant differences: (1) Rybutol pays card rates for air time, from all 
indications; (2) Product itself is genuine. Interesting sidelight in 
firm's use of high-pressure approach is that it believes doctors them- 
s elves are being resold on vitamins v ia advertisin g (See article p. 50). 

-SR- 

You can expect emergence of more independent sales organizations rep- 
resenting TV producers and talent agencies who seek to market film 
packages. M ost recent outfit arising to play this role is Consolidat- 
ed Television Productions, unofficially allied with KTTV, Los Angeles. 
Peter Robeck, sales manager, John Asher, sales promotion manager of 
Consolidated are opening office in N ew York . They'll represent pack- 
agers, push Consolidated ' s 2 filmed kiddie shows, "Cyclone Malone" and 
" Jump Jump . " 

-SR- 

Dunhill cigaret has 6-month test campa i gn running in Cleveland and St. 
Lou is , according to local sources. TV and newspapers are under scru- 
tiny currently, with radio tests said to be planned as well for near 
future. Agency is Biow. 
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Rice quits over 
blacklist; agency 
denies charge 



Rough going 
ahead for NBC 
in Florida 



Pacific Olive 
readies $100,000 
promotion 



Canada to get 
U.S. TV shows 
by fall, 1952 



Schwerin 
holds 1,000th 
radio-TV test 



BAB issues 
fact-packed 
insurance report 



Complex problem of Red Talent accusations (Sponsor 8, 22 October, 5 
November) came to fore again when Elmer Rice quit "Celanese Theatre," 
ABC-TV. Playwright told SPONSOR he wanted Paul Muni or Gregory Peck 
to appear in his "Counsellor-at-Law. " When they proved unavailable he 
sought one of 6 actors, whom, he alleges, Celanese agency rejected be- 
cause all are in "Red Channels." Ellington agency denied "political" 
blacklisting; as proof announces Alfred Drake, with 6 "Red Channels" 
listings, will star in Rice play 28 November. 

-SR- 

Strong objections to NBC's network reorganization plan voiced by the 
Affiliates' Committee at its New York meeting recently, were echoed at 
NARTB Third District meeting in Pittsburgh (12-13 November) where much 
of discussion centered on need for increasing rates rather than reduc- 
ing them. Said NARTB' s president, Harold Fellows, to 120 broadcasters 
assembled, "Radio is getting bigger and bigger." Growing affiliate 
resistance can only add up to bigger headache for NBC at its meeting 
later this month in Boca Raton, Fla. 

-SR- 

Spending $100,000, Pacific Olive Company of Visalia, Calif., will aim 
for high brand identification , stress quality in upcoming radio, TV, 
and allied campaigns. By first of year, AM campaign will be in 11 
Western states. Peak of air drive comes Christmas week when 370 ra d io 
and TV announcements go on air. Station list includes 20 radio, 10 
TV stations. To tie campaign together, print advertising will carry 
trademark character (^named Ponchito) developed for TV . Abbott, Kim- 
ball, Los Angeles, is new agency for firm, got client so enthusiastic 
about new campaign it was launched ahead of schedule. 

-SR- 

Canadian television got strong boost when FCC recently gave AT&T Long 
Lines Department permission to build U.S. end of first international 
TV link between Buffalo, N.Y. , and Toronto, Ont . Start of interna- 
tional service is scheduled for 195 2 (probably fall). It will coin- 
cide with opening of Toronto's first TV station, operated by govern- 
ment's CBS. Montreal will be added to Canadian TV picture some time 
in 1953. But don't expect_TV_stat ions in Canada's other widely-flung 
cities — Vancouver, Winnipeg, Halifax — for at least 4 more years. 

-SR- 

Extent to which modern advertisers rely on research was emphasized 
this month when Schwerin Research Corp. held its 1,000th qualitative 
radio-television testing session . Schwerin specializes in analysis of 
commercials as well as programing appeals, has own theatre near Radio 
City, New York, where cross-section audience groups are assembled. 
Thus far, reactions of 550,000 people have been accumulated in tests. 

-SR- 

Most recent BAB Retail Information Folder covers life-insurance firms. 
Like previous folders on clothing stores, furniture retailing, bever- 
ages, latest study is jam-packed with information for radio station 
salesmen, including dictionary of life-insurance terms. "This kind of 
thing is healthy for everyone," an insurance company account executive 
commented to SPONSOR. "It will help the radio boys really think con- 
structively when they come to sell us." Constructive promotion on ex- 
panded basis is planned following recent appointment of BAB promotion 
executives John F. Hardesty and Kevin Sweeney. 
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An independent survey of radio listening 
habits in the Red River Valley was recently 
made by students at North Dakota Agricul- 
tural College. The Survey covered 3,969 farm 
families in 22 counties within about 90 miles 
of Fargo. In answer to the question, "To 
what radio station does your family listen 
most?", 78.6% of the families said WDAY, 
4.4% Station "B", 2.3% Station "C", 2.1% 
Station "D", etc. WDAY was a 17-tO'l choice 



over the next station ... a 3'/^-/o-7 favorite 
over all competition combined!'^ 

It's the same story in town. Year after year, 
WDAY makes a run-away of the Hooper 
race, consistently getting a 3-to-l greater Share 
of the Fargo-Moorhead Audience than all 
other stations combined! 

Truly, WDAY is a colossal radio buy in a 
stupendous farm market. Write direct, or ask 
Free & Peters for all the facts. 



^Competition includes local studios of the other three major networks. 

WDAY • NBC • 970 KILOCYCLES • 5000 WATTS 

FREE & PETERS, Inc., Exclusive National Representatives 
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lUidio li.\<fiiiii«/ ill the lli<lirc*.v<: spviuy, I.*>.>l 

Dr. Forest Whan's 14th annual surveys for stations WHO. WIBW show 
that radio listening is going up in the Midwest 



Itybuiol: j(*<-|>i'o|><*ff<*<f vUamin 

$2,000,000 radio, TV spot and network campaign, with razzle-dazzle touch, 
shot this vitamin product to No. I sales spot among B-Complex firms 
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MEN, MONEY & MOTIVES 6 

510 MADISON 10 
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TV COMMERCIALS 42 

RAD.O RESULTS 46 
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f*iif>fi<* uiiliiies on the niv 

Member firms of Electric Companies Advertising Program are fighting 
"creeping socialism" via use of "popular" network AM program 



Tiiii<*f>iii/(*r.v: nuderpnid^ nuderrei'ofiuized 

An analysis of the timebuyer's role in the agency, his salary, responsi- 
bilities, brings to light fact that he is often under-appreciated 



ttntieo ffop|>(*f( Oil the air — vatnf hin'U strottfi 

When women's appeal video formula failed, auto seat-cover chain bounced 
back with mystery-drama which proved highly effective 



ffoifi iiifiiii/ iSISC tttilvsiones van i/oii rt'vall? 

How high can you score In this nostalgic picture look through the 25 
years since the birth of NBC? 



ffoir to hlettd Hiltn-camntvri'ial tochnifiavs 

Leading producer tells how to combine cartoon, live action, stop motion, 
other film techniques, for greater impact at low cost 



COMING 



Is 20 seconds lottff (•iioii</fi to .veil? 

SPONSOR has examined the use of station breaks by advertisers and 
their advertising efficiency. The findings may surprise you 



I'nhlir ntilities on the aiv: pavt II 

How local power companies use radio and TV to aid in building good 
will — and warding off government ownership 



/I elosenp of the reseavehers: pavt I 

SPONSOR is preparing a series which will examine In detail just how the 
various radio and TV researchers compile data. First article on Hooper 
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COVER: NBC was 10 years old when this pic- 
ture of Ed Wynn sitting astride Graham Mc- 
Namee was taken in 1936. Sponsor who bene- 
fited from popularity of these two early stars 
of radio was Texaco. Many sponsors have 
profited, many stars have risen in network's 25- 
year lifetime (see picture history, page 38). 
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SHREVEPORT HOOPERS 



it's easy. 



VKlEf^ YOU 

:nowhow! 




March-April ^ 



>4 





8:00 A. M. to I2:00 Noon 12 Noon to 6:00 P.M. 6:00 P.M. to 10:00 P. M. 



8 a. m. - 12 noon 
Mon. thru Fri. 



MARCH-APRIL 

19^9 



MARCH-APRIL 

I950 



MARCH-APRIL* 

1951 



KWKH 



39.6 



44.6 



51.8 



23.3 



25.2 



20.I 



12 noon - 6 p. m. 
Mon. thru Fri. 



KWKH 



31.7 



41.6 



<i nil 



B' 



29.7 



45.3 



26.8 



21.3 



6 p. m. - lO p. m. 
Sun. thru Sat. 



KWKH 



42.5 



46.4 



46.1 



28.9 



25.5 



28.6 



Lhe chart above shows KWKH's fanciest and latest Hoopers 
-March-April, '51 — as well as those for the corresponding 
months of 1950 and 1949. Notice the big KWKH increases 
iiifS five of the six "comparison" columns. In 1949 we were a 
solid first — Morning, Afternoon and Evening. In 1951 we 
tremendously increased our first-place Share of Audience 
over 1949 — up 30.8% In the Morning, 42.9% in the After- 
noon, 8.5% in the Evening! 

|KWKH does the same kind of bang-up job in its tri-State 
rural areas, too, BMB Report No, 2 credits KWKH with a 
iDaytime Audience of 303,230 families in 87 Louisiana, Ar- 

jkansas and Texas counties. 227,701- — or 75% — are"average 

lldaily listeners" to KWKH! 

I Get the whole KWKH story, today. Write direct or ask The 
Branham Company. 



KWKH DAYTIME 
BMB COUNTIES 
Study No. 2 
Spring, 1949 




'^Latest available at press time. 



KWKH 



Texas 



SHREVEPORT C LOUISIANA 



50,000 Watts • CBS 



The Branham Company 

Representatives 

Henry Clay, General Manager 



Arkansas 



I 




you like about 
the South's 

Baton Rouge 

Willi retail sales in 1950 of 
$i;i4.09!!.()()().l)() — and eirectivc 
luniiiji iiH oine of $192,555.- 
()()().()() \n\Um fiouge consti- 
tiito tlie kind of a market wliere 
\our ra<lio dollar luoJuces. For 
I'flectivc co\(Mage of this entire, 
trading area, invest igate W JliO, 
the station with the largest over- 
all audience. 




AFflLIATED WITH THE STATE-TIMES AND MORNING ADVOCATB 
FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES 



GEORGE P. HOLLINGBERY CO. 
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iV«< hif hri'ud (if one — hut witli suluutu(i) 

Vi<-ks Vaporuh. a sainted name in spot, has just converted four 
'■di\ isional"' general managers into presidents, therebv emulating 
CHS and many another American corporation. Our American busi- 
ness hierarchy expands and waxes complex, demanding new and 
added synd)ols of deference and prestige. Divisional presidencies 
compare t(t s>stem presidencies as marquesses or earls compare to 
dukes, and a latter-(la\ \'ice chairman is a sort of honorary prince, 
or cousin royal. It's all fairly exciting and wonderful for the elite 
and undoubtedly is a connnercial mirroring of military example, now 
that brigadier generals, major generals, lieutenant generals, full gen- 
eral.s. and generals of the ami) stop short only of field marshal. 

* * * 

t itles of distinction, prestige and authorit\ are more and more a 
formidable burden upon an\ trade-paper journalist. It is so easy 
to get mixed up as to who's who. Only a Chef de Protocol can dis- 
tinguish a vice president of the blood royal at J. Walter Thompson 
from a mere gang foreman with epaulettes. Throughout advertising 
agencies, there are pnblicity directors who are and publicity direc- 
tors who are not vice presidents, and if > on think they're not highly 
aware (either wa\ I yon don't know the disease of temperamental 
heartbn m. 

* * * 

A worfl, now, on another form of <'onmiereial prestige — the in- 
creasingly widespread custom of bestowing annual awards and 
j)ri/,es in and to business. General!), the recipients are remarkably 
read)' lo be flattered silly, taking it all deadpan. Hut once in a while, 
strange awkwardnesses creep into this business of attempting to praise 
businessmen. Thus the senior Rockefeller and tiie senior Void (tflen 
backetl awa) from prollered honors. Their wealth and position made 
it almost impossible to a<( ept awards without self-consciousness. 

* * * 

Note this: some of the awards in advertising go certain \ears to 
rclati\'ely undistinguished recipients, ^'ou don't bear it mentioned 
around, but this is sometimes because the man really fa\ored won't 
stand still for the spotlights, the photogra|)hers and tiie speeches. 

* * * 

Man) years ago Variety bestoued a special plaipn^ upon .john K. 
Hntchens of the New ^'ork Times for his contributions to the art of 
radio <'riticisni. I'^ai- from being delighted, the Times was jialpably 
end)arrassed. It was. [)re.><iimabl) . riv ognition for the wrong reason 
(the managing editor was anti-radio) and from the wrong source 
(a trade paper that didn't use good gr<nnmar). \ot onl\ did the 
Times ne\ er acknowledge the plaipie in an) w a\. but Hutchens 
wrapped it up and silently took it home in a taxicab with the blinds 
draw n. 

\ Please turn to \>n^e 72) 

SPONSOR 



there^s 



a 



film 



Evorynhcrc yon h>(>k. you see that the bright 
future predicted for film programs in television 
has already arrived. 

• Look at tlie scIiccIhIcs. Yon sec film programs on 
ei'erij channel, every day (oid )iiglit of the iceek. 

• Look at the )ntings. Yon see film pvograms 
among tlie leaders, ivitli ratings of 20 and Jiigher 
in individual markets. 

• Look at the spoiisors. Y'on sec film programs 
vsed by such big-time aeivcrtisers as Procter & 
Gamble, General Mills, Sterli)ig Drug, Philip § 
Morris, Bigeloiv-Sanford-a)id many others with ^ 
more modest 7'T' appropriations. , 

For yon <loii'l need a kinp-sized hiidiiPl to use film 
on television. Film opens the door to efficient Spot 
Progra m adverti si ng. 



You can place your film .•ilion- in as few or as 
many markets as you need, when you're a Spot 
Program advertiser. You're never faced with those 
network budget-boosting "must" stations or mini- 
mum group requirements. 

Your film program can he of any type or length. 
There's comedy on film, and mystery, drama, 
homemaker, quiz, etc. They run from 5 minutes 
all the way to feature-length "movies." The pic- 
ture quality is consistently more satisfactory than 
kinescope recordings. 

And f/iprp'.s this added attraction. You pay no 

premium for all these Spot Program advantages. 
Spot rates are generally lower than network rates 
for the same time periods, over the .same stations. 
The difference is enough to cover the extra film 
prints needed, their handling, distribution and 
other costs, 

// yon leant tlie total picture, just call any Katz 
representative for the full story on Spot Program. 
television. You'll discover there's a lot of film in 
your television future. And you won't need a 
crystal ball to see that . , , 

Yon can do better with Spot. Much hetter. 



your 



tv 



future 



THE KATZ AGENCY, INC. station Representatives 

NEW YORK . CHICAGO * DErROIT • lOS ANGELES * SAN FRANCISCO • ATLANTA . DALLAS • KANSAS CITY 



now great TV 



2 major half-hour shows now available for local TV sponsorshi 



flete's a major de^olopmerit in local 
and regional programming— a chance 
for yonr station to get off to a flying 
start for the coming television year. 
1 wo big-time shows are now on film 
for sponsor.'^lii]!—" Pales of the Texas 
Rangers" and "Dangerous Assign- 
ment."' Iioth arc well-established 
from ?SP)C Radio . . . both are ideal 



for bical accounts who want a show 
of top network caliber but must 
work with a limited budget. These 
half-hour shows are red-hot, so start 
checking your prosjwcts now! 

Write, wire, or phone today for 
price and audition print. ISBC-TV 
Film Syndicate Sales. 30 Rockefeller 
I'laza, A'ew York City. 



' Each Half Hour A Complete Story 

• 5 sponsor identifications 

through provision for: 

* * Opening billboard 
• Opening one-minute commercial 

^ • Middle one-minute commercial , 

• • Closing one-minute commercial • 

* • Closing billboord * 



^1 Q ^ ^T^V^ ^^^^ SYNDICATE SALES 
30 ROCKEFLLER PLAZA, NEW YORK, N. Y. 




"TALES OF THE TEXAS RANGERS" \ 

Authentic stories from the files of 
the Texas Rangers! 

Made to order for local advertisers 
with local budgets and top ideas. 




"DANGEROUS ASSIGNMENT" 

starring Brian Donlevy as 
"Steve Mitchell" international 
adventurer, fighting crime in a 
background of global intrigue. 

Donlevy follows through- 
sells time and products! 

When he "muscles in"— out 
goes the competition! 



we're 

leaving ^ 




Who sak the first nine 
months arc the hardest? 

From January to Sep- 
tember of this year, almost 
5,000,0^0 letters from 
faithful listeners poured into 
CKAC- mo/c ///(/// than 
in the entire 12 months 

of 

We'v'e become experts 
dt breaking our own records 
let us demonstrate 
jw CKAC can break sales 
records for your product, 
too' 



CBS Outlet In Montreal 
Key Station of the 
TRANS. QUEBEC radio group 

CKAC 



MONTREAL 

730 on the dial • 10 kilowatts 
Representatives: 
Adam J. Young Jr. - New York, Chicago 
Omer Renaud & Co. — Toronto 




RED CHANNELS 

I lia\e been n-adiiig uilli great in- 
terest — and gre;it satisfaetion- -your 
excellent series of articles entitled "'The 
trulli about Red Channels." 

1 realize that } ou are reporting your 
findings in an excellent objective way. 
I 111) -elf. w orking in the creative in- 
dustry which your magazine serves, 
cannot help but feel subjective in niy 
dislike for any means which creates 
fear, judges men guilty before being 
given any chance to defend ihemseb es 
to subversi\e charges leveled at them; 
the verv publication of such a book 
allows the un-i)rogressi\e elements in 
our midst to set themseb es as judges 
and juries of the fates of the most tal- 
ented men and women in our country. 

If the intent of the men who pub- 
lished Red Channels was merely to 
warn broadcasters of sub\ersive ele- 
ments they could not possibly have 
gone about publicizing such facts — in 
such an un-American way. This book 
and its unjust methods of warning the 
peo])le is the best propaganda the Com- 
nnmists can use against us for hn t 
Red Channels the best example of 
thought control toda) ? 

(]ongratulations again and keep up 
the good work. We all hope for clear 



sailing without 
Channels'. 



guidance of Red 

A^ EXECITTIVE 
DiiMont TV Xetivork 



I hav e read in \ our issue of 22 0<-- 
tober "The truth about Red Channels'' 
and can onb say that this appears to 
me to be subjective reporting by a 
writer who was determined to tr\ to 
discredit Connlerallack from the \ery 
beginning. 

W hile 1 realize, oi < ourse. that the 
staff at Counterattaek has a difficult job 
and often operates under handicaps, 
and no doubt makes its share of errors, 
Coiinterottacli iic\crtheless, in niv opin- 
ion, is doing a \ aluablc ])iece of work 
that is long past due. If the broadcast- 
ing industry had kept its own house 
clean f)r maile any sincere effort to 
weed out the Commies, then there 
would be no room for Counterattack or 
Red Channels. But such is not the case, 
and obvionsls there is ifiom for some 



service whi(b will throw light where 
light is needed. 

\our writer has done a fine hatchet 
job to date, ajiparentl) itv the interests 
of those writers and artists who have 
(|uestionable loyalty records. W^hether 
or not that is your intention, I cannot 
say, but it does appear to be so judging 
entiiely from the one ejnsode which I 
have read. I am awaiting with interest 
to know what constructive program 
SPOxsoR will offer to achieve the re- 
sults which Red. Channels and Counter- 
attack are striving to attain, although 
their methods lack much of being per- 
fect. 

I am not defending error, nor am 1 

But 



defending faulty methods 



am 



wondering why SF'ONS()K is doing such 
a splendid hatchet job. unless it has 
something specific to ofTer as a remedv 
for use here and now. because as I see 
it. the hour is late. 

Albert Evans, Jr. 

Evans & Associates, Fort Worth 

• SPON'SOIi's Rfd Channels .series appeare*! a« 
riillous: "The Inilli aliont Red ChanneU." Pjirl 
1. 8 Ocliiliir IsMUS Pari II, 22 Optobrr; Part 111. 
"UoM lo kt^ep H.-ds <iff the air— sanely," 5 No- 
vi-iiilier, J').51. \n rdilorial staling Sl'ONSOR's 
sinnd on ihe sllhjeet al-.i» appeartMl in the ^ \o- 
>(-nilier is.mie. Numerous eoninients on lliis series 
Ii.ne Iieen re< ei\-e<l <»l whieh ihe altove two lellers 
are representative. 



DEPARTMENT STORE RADIO 

As a subscriber to your publication, 
we find many useful articles applicable 
to Australian Uadio. 

Under the heading of "Applause"' on 
j)age 92 of your 27 August 1951 issue, 
mention is made of a booklet titled 
'"Department Store Radio Advertis- 
ing": you also make reference to The 
Advertising Council. 

Would it be too mucdi trouble for 
vou to ask the National Retail Drv 
Coods Association to forward us two 
copies of their publication? Likewise, 
we would also ajipreciate any printed 
material issued by The Advertising 
Council. 

A. D. HaniNam 

The Weston Co. Pty. Ltd. 

Sydney, Australia 

• The MdKJA liooklets setl at $ t.OO eaeh ami 
eon he ohinineil (rom ihiiii at 100 W. .llsl Si., 
New York I, N. Y. The Advert isins Conneil, 2." 
West l.jth St., New York l<t. N. Y., issues male, 
ri.-!! Ihroiifih llieir pnlilie relations deparlinent. 



WRITING RADIO PLUGS 

Just a m)te to tell vou how nmch our 
whole department appreciated your ar- 
ticle entitled. "How to be a dud at writ- 
ing radio commercials.'" jjagcs 38-39 
ot the }) October issue. So "hilariousi- 
fied'" were we that we would appreciate 
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^We get WFBM-TV only, and get it good!" says 

ROBERT D. GRAVITY 
1604 12th Street 
Lawrenceville, Illinois 



^HoNonH sf r$ ON 





1 install the channel 6 antenna 
for best reception here... this is 
a WFBM-TV townl" says 

FLOYD V. MILLER 
1006 Jefferson Street 
Lowrenceville, Illinois 



LAWRENCEVILLE, 
ILLINOIS 

122 MILES FROM 
INDIANAPOLIS 



• You won't find a word in Standard Rate & 
Data about WFBM-TV's big Bonus in TV 
Sets — but it's something you want to remem- 
ber! As indicated on the map of Indiana, 
there's a wide belt around Indianapolis where 
hundreds of TV sets, in scores of towns outside 
the station's 60-mile area, are tuned to this 
pioneer Hoosier station, exclusively. 

Get the facts about the WFBM-TV selling put the products of your clients up in front, 
area today. Write for details about this prime and keep them there — in the heart of heavily 
TV market that packs a load of sales dyna- populated, high-income Indiana — recommend 

. WFBM-TV! 




home of WFBM-TV at 1330 

Iiorfh Meridian Street in indipn- niite for many a leading manufacturer. To the Hoosiers' first station 

ipolis is a beautiful new building, 
Jesigned exclusively for radio 
ind television. Complete facilities 
or both studio productions and 



iiliTi presentations are available. 





^REPRESENTED NATI ONALLY BY THE KATZ AGENCY 



1 



When folks hear 

THE TOWN CRIER 

in the Minneapolis-St.Paul Market 

they BELIEVE and BUY* 



BEHIND the shuttered windows of early 
American homes, men and women 
paused when the Town Crier's bell rang 
out. They listened while he called out news 
of events antl things to buy. 

They knew his bell, his voice; and so the 
friendship of a voice with many people was 
formed. To make and keep friends, the 
Town Crier had to tell the truth; be a 
friend; be of service. 

Our objective here at WTCN is to be Town 
Criers in the finest sense. That's why our 
prime purpose is to be people who make 
friends — who serve our community. 

Products— like people— are best introduced 
through a friend who is known in the way 
the old Town Crier was known. 



*l'roof of this belief in our folks by the people out 
here is ready for you in return for a letter or phone 
call. It's the human side of selling— about real people 
who cry real products which real people buy. 



If Uo/ the 

own ^ner mmorthwcst 

ABC-1280 TELEVISION ABC CBS-DUMONT--CHANNEL 4 
Free and Peters, National Representatives 




SPONSOR 



(if possible) having a couple of re- 
prints which we will frame for posteri- 
or — or is it posterity? (See Section 10 
of aforementioned article.) 

Wm. J. Brewer, Radio /TV Dir. 

Polls, Calkins & Holden, K. C. 



After seeing the article "How to be a 
dud at writing radio commercials" in 
a current issue of sponsor, I was in- 
terested enough to discuss it with Mr. 
Coe, our station manager. 

The article is certainly vital to a 
station such as ours. I would appre- 
ciate it if you would send me a few 
copies — three or four will be sufficient. 

JoAX Beckjiax, Continuity Editor 
WWCA, Gary, Indiana 



RESULTS COUNT 

I firmly believe that your radio re- 
sults page and TV results page are two 
of the most valuable examples — two of 
the most useful items of editorial ma- 
terial that I have ever seen in a trade 
publication. 

However, I have been carelessly let- 
ting back numbers of these pages slip 
by me. Only recently, I woke up to the 
necessity of having a bound file folder 
of all these pages — insofar as they are 
available. 

Do you contemplate ever issuing all 
the pages — current pages and back 
number pages — in bound booklet re- 
print form? How many of these pages 
have there been altogether in the last, 
say. five years? How do I go about 
getting tear sheets that would help com- 
plete the file which I am certainly go- 
ing to keep intact from now on . . . 
intact and up to date? 

Irwin W. Lynch, Adv. Mgr. 

Sun Spot Co- of America, Baltimore 

• SPONSOR plans to publish its hondrpds of 
Radio Results and TV Results in booklet form 
early in 1952. 



LIKES LOCAL RADIO 

In your 8 October issue 1 have no- 
ticed the story regarding the show 
which I am sponsoring over KOB. I 
am very much concerned over the state- 
ment in that story which reads: "At 
first adamant against advertising over 
local radio stations because he didn't 
like their style of programing, McCor- 
mack liked recent changes on KOB." 
I have not made such a statement re- 
garding the other radio stations in Al- 



buquerque and am very much embar- 
rassed that such a statement would ap- 
pear ill this story- 

I am well pleased with the program 
on KOli but do use radio advertising 
over the other stations and certainly 
have no criticism to offer of them. 

If any kind of a correction could 
be run on this statement 1 would sin- 
cerely appreciate it. 

John C. McCormack 

John McCormack, Inc., Albuquerque 



SELLING RETAILERS 

Congratulations on a wonderful arti- 
cle in your 22 October issue bv Joe 
Ward of A.R.B.l. 

Let me herewith enter my order im- 
mediately for 20 reprints on this arti- 
cle, one of which I will paste on nn 
bathroom mirror to read every nam- 
ing before I come to work. 

As I am writing to Joe Ward toda), 
if I were to write an article on what is 
wrong with the broadcasting business 
today, 1 would be afraid to put one 
paragraph on paper, since if I did it 
would be so similar to Joe's article, al- 
most word for word, that he would 
probably have a good case for plagiar- 
ism suit. 

What he says about our business is 
the bitter truth, but the complete truth 
nonetheless. 

Dave Baylor, V.P. & Gen. Mgr. 
WJMO. Cleveland 



Your recent article, Gentlemen . . . 

In the October 22nd issue of spon- 
sor is so good that we would like each 
of our staff members to have a copy. 

Would you kindly arrange to send us 
twenty-two reprints of the article. 
"What radio should know about selling I 
retailers," and bill us. 

David M. Armstrong, Mgr. 
CDKA, Victoria. B. C. 



Just got a look at another fellow s 
copy of SPONSOR for 22 October, 

Please send twenty copies of the ar- 
ticle on page 36, "What radio should 
know about selling retailers." 

Believe you've hit the nail on the 
head again with this one. 

Stephen W. Ryder, Stn. Mgr. 
WENE, Endicott, v. 

• Reprints of the article '*W liat radio should 
knuw about scllinrz retailer^!** can be obtained at 
the followinis rates: 1-25 copies, 2.>c each; 26*99 
copies, 15r each; 100 or more, 10c each. 

{Please turn to page 86) 



Why WFBR is 




in Baltimore 




CLUB 1300 is the big 
participating program in 
the Baltimore area! Big- 
gest average ratings for 
the full seventy-five 
minutes, biggest mail pull, 
biggest studio audiences, 
biggest in every way. 

CLUB 1300 success stories 
are legion. Ticket requests 
are fabulous. Audience 
loyalty is tremendous! Get 
aboard CLUB 1300 for 
your share! 

Ask your John Blair man 
or contact any account 
executive of . . . 



ABC BASIC NETWORK 




5000 WATTS tN BALTIMORE, MD. 
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Gateway to NORRISTOWN 







JOHN TAGLIEBER, Grocer— Residents from 
miles around and Norristown's 38,000 citi- 
zens buy $10,79-4.000 worth of assorted edi- 
bles each year from 152 food stores like 
Tagliebcr's Markets. 



EllZABETH A. MYERS, Housewife— Women 
like Mrs, Myers prefer to shop near home. 
Their families purchase nearly $5,000,000 
worth of clothes a year in Norristown's 62 
Dusy apparel shops. 




HAROID W CARE, Pharmacist— WFIL spot 
announcements help sell a lot of goods in 
Norristown's 29 drug stores (like Care's 
Pharmacy) where 11,000 families spend 
$1,232,000 a year. 




It^s Not the Size . . . 

Bustling Norristown . . . just a medium- sized 
city. . . but its effective buying income of $5,083 
per family is 14 per cent above the national 
average, typical of the 1,167,520 radio families 
in Philadelphia's l4-County Retail Trading Area. 
You can reach more than three- fourths of Norris- 
town's prosperous homes just as effeaively and 
less expensively on WFIL's 5,000-watt signal 
as on 50,000 watts. And WFIL outpuUs local 
county stations here, as in 10 of the 14 counties. 
Schedule WFIL. 



ALL of 



America's 3rd Market 




Djiia 




Memorial Arch, a landmark at 
nearby Valley I'orge. 



Ws the Selling Power ! 

You can't judge Norristown's buying power 
by its population. Nor can you judge WFIL's 
selling power by its power output. For WFIL's 
penetrating voice reaches 2 out of 3 radio homes 
in every corner of America's th ird largest market. 
WFIL is a sure thing . . . your best bet to 
reach all of a market whose combined buying 
power is $6,638,759,000 . . . and far beyond 
into a tremendous bonus area. Total WFIL 
coverage: 6,800,000 people with more than 
$9 billion in purchasing power. 




560 kc. 



Snquirer Station 



An ABC Affiliate 
Firsi on Ihe Dial 
la America' i Third Market 



Repretenled by THE KATZ AGENCY 









Samtiel Sennet 

Presldenf 

Howard Clothes Corporation, New York 



"Nicr guys finisli last!" The once-pugnacious Leo Duroclier was 
the phrascinaker. But Lippy Leo changed his j)hilosophy when he 
led the New York Giants to a |)ennanl. Another "nice guy" disprov- 
ing the Durocher theory is Sanuiel Sennet, guiding hand behind 
Howard Clothes' multi-million dollar operation. With three plants 
and 55 retail outlets in 26 cities from New York west to Minneap- 
olis, Howard is a clothing chain store colossus. 

Sennet's association with Howard Clothes and their predecessors 
goes back to 1917. It was then the Brooklyn-born. New York public- 
school-educated Sennet first entered the < lothing field. He was 15 at 
the time. Within eight years, he sold his firm on the volume possi- 
bilities of a popular price "maker-to-wearer" line — which became an 
overniglu success. That year, 1925, Howard Clothes was formed. 
Sennet was a junior officer then; he was elected president in 1947. 

Now Sennet, young-at-5(). maintains his earlier drive to keep How- 
ard Clothes up front (annual sales volume is well over $28,000,000). 
To maintain Howard's leadership in the men and boys' clothing field, 
the Eaf^i and Midwest are blanketed with merry jingles and crisp, 
hard-sell announcements on some .^6 key radio and TV stations. 

Jinnny Bowers' Powerhouse oj Sports is telcc-ast four times weekly 
over WBIX. \cw York: in addition, one of the Bowers shows is 
kinesco|xMl for viewing in five other cities. Together, this master 
Aveave of radio and TV expenditures (through Beck Advertising) 
totals $225,000 annually or 10% of the Howard ad drive. 

Behind the scenes is Sennet, who holds "you get no more out of a 
job than yon put into it . . , you should get a kick out of ) our job 
or go into another field. ' 

l)es|)ite his intense interest in his corporation. Sennet is far from 
a self-centered businessman. From Howard Clothes cnij)loyccs and 
store managers (-onies these bits of j)raise and res|)ect that form a 
well-filting mantle aboul the man: "fair a man as you'd ever want to 
meet" . . . "works up a lot of enthusiasm among his employees." 

Ask Sennet and he says his hobby is business. Bnt even his public- 
service acti\ity as men's wear <-hainnan of the National Conference 
of Christians and Jews and |)hilanthro|)ic work with UJA, and the 
Hrookhn Hebrew Home for the Aged reflects his interest in his 
fellow man. 
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GIVES YOU A 
BONUS 

MARKET 





Yes - THAT'S RIGHT - 
YOU PAY NO MORE- 
" ACTUALLY, YOU PAY 
10.1% LESS PER THOUS- 
, AND LISTENERS, COM- 
^ PARED TO 1946 - AND 
>Y"j^CGORDING TO THE 
^ 1 / 1950 CENSUS YOU 

REACH MORE PEOPLE, 
GET MORE COVERAGE, 
MAKE MORE SALES . . . 
T^AN EVm REFORE, 



According to the latest available figures of the 
1950 census, the rich 76 county Memphis Mar- 
ket shows a definite population increase. This 
increase means thousands of potential custo- 
mers. It is your 

WREC BONUS MARKET 

WHIGH YOU NOW RECEIVE 
IN ADDITION TO THE LONG 
ESTABLISHED WREC GOV- 
ERAGE . . . 

AND YOU PAY LESS PER 
THOUSAND THAN YOU DID 
IN 1946, 




AHillaled w»h CBS- 600 K.C. SOOO WAHS. 



WREC 

MEMPHIS 
NO. 1 STATION 



ReprnenUd by THE KATZ AGENCY. iNC 
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Don Ifie 9udmce$ hm^m 



Daytime audience 16.3% bigger 
Evening audience 22.3% bigger 

(according fo Nielsen, Isf half of 1951 vs. Isf half of 1949, full nefwork average audience) 

Don Lee can deliver your sales message consistently to more 
people through their own. major, local scllint!; medium at a lower 
cost per sales impression than any other adx ertising mechum. 

That's a big statement, but it's true because Don Lee is a 
bt<r network. Don Lee broadcasts locally horn 45 network 
stations in 45 important Pacific Coast markets with all 
the local selling influence and prestige that )'ou need to 
do the best job of selling ivifltiit each local market... 
where your sales are actually made. 

As a matter of fact, Don Lee is the only selling medium 
actually designed to sell consistently to all the Pacific 
Coast. That's why Don Lee consistently broadcasts more 
regionally sponsored advertising than any other network 
on the Pacific Coast. Don Lee delivers ?ttorc and better 
and the advertisers who sell the Pacific Coast know it. 




/ 



/ 



WILLET n. HIl()\N'i\. Pmidciit • NVARI) D. INCRIM, Exmiliir Via-I'r. 

NORMAN BOCCS, Vicc-Piriiilnil in Clung, vl 
1313 NORTH \'INE STREET, HOLLYWOOD 28, CALl FOll! 

KcprcsaiUdXuliviially by iOU^S liLAHl &: COMW 



JUST READ WHAT 
THESE INDEPENDENT 
THINKERS SAY: 



^^You're an Independent 
Advertiser You Make 



More Sales 




Leading independent radio stations are today's best buy! 

There's something about being independent that keeps you tough- 
ened up, ready to tackle any job that requires good, honest, hard 
seUing. At any rate, you will find in radio today it's the leading 
independent radio stations which are doing a truly productive sales 
job for national advertisers. Perhaps you've been thinking to your- 
self, "I ought to try Independent Radio." Well, now's the time to 
act. Write for all the facts to any AIMS station listed below. 



«1 



^^ecnve and are most 
'"^P^nam in the 



■"■'j-om Joseph W p. 



THESE ARE THE LEADING INDEPENDENT RADIO STATIONS: 



WCUE 


— Akron, Ohio 


WKYW 


— l.oMi.svillc, Kciitiickv 


KSON 


WBMD 


■ — U;ili iiiioi c, Mai viand 


WMIE 


— Miami, Florida 


KYA 


WBNY 


— lUilfalo, New 


WMIL 


- Milwaukee. Wiscon'iili 


KING 


WJMO 


— ( ;ic\claiKl, (^liio 


WKDA 


— Nash\ille, 1 cnnessce 


KREM 


WVKO 


Coliiiiibiis. Ohio 


WBOK 


— New Orleans, Louisiana 


WAGE 


KMYR 


— Denver, Colorado 


WWSW 


— I'ilisbingli, Peniis\l\ania 


KSTN 


KCBC 


l)cs Moines, Towa 


KXL 


— Portland. Oregon 


WOLF 


WIKY 


1!.\ ansville, Indiaira 


WXGI 


-Richnrond, \'irgiiiia 


KFMJ 


WCCC 


— I lartford, Conirt'Clicnl 


KSTL 


— St. l.oiiis, Missomi 


WNEB 


WXLW 


Indianapolis, Indiaira 


WMIN 


- St. l'anl-Minneai)()lis 


WBBW 


WJXN 


-(a(kson, Mississi])pi 


KNAK 


Sail Lake City, Utah 




KLMS 


l.MUoln. Xebraska 


KITE 


- San Antonio, Texas 





-San l)iego, California 
-San Francisco, California 
-Seattle, Washington 
-Spokane, W'ashington 
-Springfield, Massachiiset ts 
-Stockton, California 
-Syracuse, New York 
- Tulsa, Oklalionra 
-Worcester, Massachusetts 
A'oungstowu, Ohio 



I 



They arc all members of AIMS—Association of Independent Metropolitan 
Stations— each the outstanding independent station in a city . 



Aim for BULL'S- EYE results,,, with the AIMS GROUP 
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1. i\eie OH f{<f<fio J%etworhs 



SPONSOR 


AGENCY 


NO. OF STATIONS 


PROGRAM, time, start, duration 




American Cliicle Co 


sscu 


ABC 175 


Will liu^rr^: T. TIi 5:55-f> pin; 30 Oct: 52 


v<k» 


Byiiiart Inc 


Ce«*n iX I*rc!il>rcy 


>BC 13 t 


SointT&cl Maii*:liani Tlu'atrc; Sal I I-l 1 : 30 am 

52 wka 

'I'll.' Bi;; Ilaifl; M !!-)!::tO pin; Ii Jan oiilv 


27 Oi-t; 


Gt'ucral ."Motors Corp 
( Kuit'k Motor div ) 


I\ iidiier 


ABC 




Goiioral Motors C4>rp 
(Huirk Motor div) 


Kudiicr 


Aiir 


llollyuood Slar I>h» li<iii'-<' ; M 8-8:30 pni ; 17 


Jan oiily 


GiMirral Motors Corp 
( Pontiac ."Motor div ) 


.M acMiiiius, John 
Adams 


ABC 213 


M.«p llic Mu-ir; Snn 8-K:30 pin; 2, 9 I)<c 


4»iily 


StM'man Brothers Inc 


W i Ilia ill W'eintraul> 


Cits 1 73 


lliis Is \<ira Drake; all (lavs M-V 2:30-15 
rSov ; 52 \* ks 


i>iii; 19 



2. Reiieicecl on Rciclio Networks 



SPONSOR 


AGENCY 


NO. OF STATIONS 


PROGRAM, time, start, duration 


Continental Baking Co 
Swift & Co 
Toni Co 


Ted Batis 

J. \^"alter Tlionipson 

Foote, Cone & Beld- 
iii<; 


CBS 51 
NBC 44 
CBS 186 


Giaiid Slam; M-F 11:30-15 am; 19 N<n : 52 wks 
Rid Foley; M-F 10:30-45 am; 26 Nov; 52 wks 
Aillinr Ccxlfrry; all days IM-F 10-10:15 am; 29 Del; 
52 wks 



3. iVeiv iVnlioiifil Siiot RmUo Business 



SPONSOR 


PRODUCT 


AGENCY 


STATIONS-MARKET 


CAMPAIGN, 


start, duration 


Diaiiionil ^latch Co 


Matches 


Benton X Bowles 


15 inkts 


Aiiiieiiits ; III! 


d.Nov; 13 wks 






<N. V.) 








Lever Brothers Co 


Sil\ er Dust 


.SSCIt (>'. V.) 


20 nikis 


Aiiiienits ; 1 2 


Nov ; I wks 


Snow Crop Marketers 


Frozen foods 


Maxpn (>. V.) 


6 iiikts 


Aiiiicnit:»; I 2 


No\ : 1 3 \« ks 


Inc 












Velvet Tip BoI>by Pins 


Bohhy pins 


Ilcrsclirl Z. lieutsch 


30 nikts (U. S.) ; 


I*artic ; early 


J.ni ; 13 wks 


(N. Y.) 


20 mkts (Canada) 











4. Natiottul Bt'oftilcftst Sides Executives 



NAME 



FORMER AFFILIATION 



Boy Chapman 

Frank H. Corbett 
Harry J. Daly 
G. P, Fitzpatrick 

Edwin S. Friendly 
Murray Lloyd Goldsho rough 
Jr 

Frcilcrick G. Ilanii 
Arthur F. Ilarre 
(ieorge Vi'. Harvey 

Ihifth M. P. Ilig^in^ 
Lowell Jackson 

David J. Jacob son 
(^.arlctoii Jew ct t 
Boyd W". Lawlor 
Klinore B. Lyforil 
Frances O'Brien 

Bernard ||. Pdzer Jr 
Don Pontius 
Arihur Popprnbers 



National Broadca:!>t Sales, Vanft>u\ er, »if- 
fiee m^r 

\^GAP, .Mary\ille, Tenn.. partner 
Wa*h., D. C. 

Falstaff Hrewingr Corp, St. L., sis prom 
mpr 

ABC-T\*, N. A,, eastern sis ingr 
WrS'OW, York, sis prom ni;E;r 

WJJD, Chi., sis nifir 
W'JJD. Chi., gen nigr 

\\ G.\, Chi., eastern sis iiigr (offices in 
Y.) 

BAB, IN. v., dir 

ABC. Chi., member central <Ii\ ra<Iio sis 
dcpt 

Yonn;; Rnbicam, N. ^ ., pnl> rel sui>erv 
E\ erctt-Mc Kinney, Chi., nigr 
W TBC, Elkhart, Ind., pros dir 
>I1C. ^ ., supcrv tv stn relutioiis 
Free lance v* ritcr, N. W 

MIC, ^. ^ ., IV aect exec 

Hobert -Meeker Associates, <'bi., nigr 

KiuK Features Sviidicate, sis 



NEW AFFILIATION 



CKOK, Prntieliiii, It. C, ingr, pari cim iu>r 

WOKE, Oak Bidpc, T.- , also sr, y 

WOKE, Oak Bidpic, Tenn.. dir 

Free ^ PeH'rs. N. \ Iiead radio sis proni, researcli 
drpi 

AltC, >. Y., nail <Iir Iv sis 
WGET, OlIyshnrK, nisr 

Same, iii^r 

WCI'L, Clii., gen mar 
^\ FI.A, Tampa, tictt m'^r 

Cits Kadio Network, !N. W, inarkel revtrareli eoun-iel 
.Same, sis nigr 

CltS-T\ . N. v., dir pull rel 
liolierl 'Meeker Assoriales, Clii., ilipr 
\\ \\ <*A, Cary, roiniltl, j^Is l<roiii iii*:r 
l>ii>loiit, X. \ ., dir slit relalioiis 

I'liil Davis ^lltsieal Kliterprises, N. V., sis l»roiil, 

ptilllieily dir 
Kjllz Agciiey, \. iiieiilber 1\ sis slaff 

Same, S. F., iiigr 
W ItNS-TV, Coliniilins aeel exee 



• In next issue: New and Renewed on Television (Network and Spot); 
Station Representation Changes; Advertising Agency Personnel Changes 





Numbers after names 
refer to New and 
Renew category 

Ed S. Friendly (4) 
Geo, W. Harvey (4) 
Carleton Jewett (4) 
B. H. Pelzer (4) 
Don Pontius (4) 



!\eie and renetv It) i\ovemhev lOSl 



Hi 






Numbers after names 
refer to Nev/ and 
Renew cateqory 

Robart H. Salt (4) 
Goo. T. Shupert (4) 
K. B. SweeneY (4) 
L. F. Cramer (5) 
R. H. Hehman (5) 



J. ^uiionul Brotttlrtisi Sales Exfcitiives (eontiniwd) 

NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Ourii J. > iioltK 
|{n!>rrl II. Salk 
(ir»r^<' I >liii|»rrl 



Sluirirk 



Ki'\ in It. Swt*«'iH'\ 
I larr^ * . W r;i\ ct 



rns. \. > ra^Ho iK-t sis 

I*;ir:)ni4>iinl Telr\i>inii l*rn<lu(-tioii», ]N. ^ ., 

\jt. <lir f-niiiti>l ni^craliot)-^ 
rUs Itadio l>h . N . ^ niarkot re-^mrrli 

oounsi'l 

Don Lee T<>1f\ isioit, lllyw<l., .sis m^r 
W \ I', M arv\ ille. Trim., partner 



WOKE, Oak niclpe. Trim.. \ p 

Kalz \prnr\. \. ^ .. nirnihrr Iv •;ls r^tafT 

Prrrlf*-* T*>le\isioii Proclurt iniis. \. ^ ., \p 

< ltS-T\\ N. txvtv, ork 4.1s Hf'vt vxvf 

ItAH, \. v.. clir nail prom 

W t>KK, Oak Ititl^e, Trn"., also prcs, gen mfir 



Sponsor Personnel Changes 

NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



v.. Llo>il HcriH'fifTiT 
l.conarti I'*. ("raiiuT 

riiarirs T n'tti-iil on 

Itii-hartl II, 1!<-Iiin;)ii 
Stanl»*v I". Piitlen 

Nailian N. IN-rlslein 

Sianle> 1 1. I*nl\ vr 
Mart in L. SrJier 



U. S. Time Corp. N. \ .. sN. a«lv \ p 
\ll<*ii It. OnMonI Lalioratories. Clifton, iN . J., 

i*x«*e vp, ilir 
Sfliirk, Stamford, clii- vN. a<lv 

Kro^rr t'.it. Cine., crealive prod «lir 

Allen It. DnMonl I.alioralories, Clifton, >. J.. 

yssl to pres 
l*al»s| Itren ins Co. Clii ,. iidv Ji r 

Danoer-Filzfierald-Sainple. ^ .. media Imyer 

Moiorola-New ^ ork. N. ^ .. eeii ^Is mpr 



Hris|ol-M\ «'rs I'rodiM'ts Uiv. >. ^ ., vp 

■\\eo Mfg Corp. Cine. <Cro>Iey di\), a>-*l pen mpr 

Eversliarp. iS. ^ . (»lia\ing ln»truni«'iit div). dir •.I-. 

mereliandiVinp 
Pahst Sales Co, Clii., ad^ mpr 
Same, vp 

Same, al'^o adv dir Pali-t :?ultHidiar!e< (Hoffman Bev- 
erage Co, .Neuark: l,i»s Vnpeles Itreuitis Co. L.A.) 
I. ever Itrolliers Co, N. ^ .. radio-lv media nipr 
Knier^on Itadio aii<l Pli«>iio«rapli Corp. N. ^ .. nati 
sis ni!»r 



6. \eiv Afieticy Appointments 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Vllied Chriiiieal «!C Oye Corp ( Su i rl prod div ) , 
V. 

Vllird I'lorisls of Pli tiadelpli i a 

Arrestiiie Sales A«;«'in'y Ine. Hi rm in<£lia m. \la. 

Joe Itoiionio Culture Institute. \. ^' . 

H. \ .l). Co 

Hy.< .hcmiral Prodiiels Co 
Caruso Itraiids Ine. \'. V. 

C.on solid ate il rosiin-tics. <"Ii i. 

lka\toii It«il>l>er (:«>. l>a>loii 
Ci.-iscr, Craiidell C«», Clii, 
<;iyeo-Mist lue. St. 1.. 

Harriet lluldtard \yer ttf Canada, Montreal 
llcaltli ltisur;ine<- J*|an of (rrealer New \ ork, 
N. Y. 

Ilooil C'lieniieal i'tt. IMiila. 
HliiuHs >ln tiial Casnalty Co, I'eoria 
Kins Konc Corp. N. \. 
WOK. St. L. 

I. inrolii X'illai^e. Clii. 

blaster \'ideo S5st«'nis Ine, N. ^, 
Mf'f.oniiirk ( o. Italto. 

'Mirlii<;;in Wiitt-rii-s Ine. I'au l*au, Mieli. 
Motiit-r's i:ake X 1 onkir < n. Oakland 
Norris-'l liermador f'orp. I.. V. 

No rt li li I'ot'k 1*1 a si 14' Caril < .o* Nn rt li hro ok. 111. 

Orrliid-^ I'nliinited, S. I*. 

I'arman X Kendall. I lomesi fad, T'la. 

I'erfnme 1 oiporl Co. N, ^ . 

It isinc I* iiper C «i. 1 lonsat on ie. M as^i. 

S;iii-Sca r'oods, ^ iMikrrs, N. ^ . 

Sin inlierland I'lodnets Ine, Wiillliani. "Mass. 

Sinrfiis Tri't/el Co. Itendintf. I'n. 

I ooi I'll out U Don II I Corp. I'll tl a . 

lop S«-rrel Honicr^ ShIcs ("m. S. I'. 

I rion Ine. >leKern l<oek<t. I' a. 
Walton Kakinc Co, Tolcilo 



stop «ui<ik in^ 



Suerl suds 

Florist as-ioeiat iou 
Arrest ine I alilet s 
TiaKit 

I' li> sieal eult nre 
I'nderwear 
Sur-Crip w axes 

M aearoni prodiiel > 



Spie deodorant. Lanitline plus eos- 

tti«-t ies 
I) a\ Ion riiorohreil t ires 
l'r<*ser \ es pr«din-t-r 
ivK eo-.M tst lioit!-ehol d tieodorani 
Cos met ies 111 an II (art iirer 
IK-alMi plan 

1 1 oiiseliol d <!ooHs 

litsiiraiiee hrm 

Old L.ondoii saiiclH ielirs 

Itadio station 

It 4-1 ail shopping eeiilrr 

T\' eliassis 

Itei* lira lid i nserl ieides ; II y-4r ro plant 

food 
W inrs 

Itaked ^ood-i 
Itathtnli- 

Cifftinie pla> iiit; eards 

I iiipni'lfti oreliid |»laiil iuipoi ter 

Tar-Ken fresh fro;^en limeade 

I'erf limes 

l'ap<*r III a nil fart ii rer 
I'ood proeessor>< 
>latlressrs 
Polalo i-liips 

M in ia I lire paek;r^ed doii^lmnt s 
Hosiery 

Kl4'et rost ill Ie prrelpilators 
Itake*! ^oods 



Prff 1*. Robinson &. Frank. X. \. 

Adrian Itaiier, Phila. 
Sparrow. Itirniin^Tiam 

It. 1. 0*Conn<dl. \'. V. 
Hirshon-CarrM-ld, N. ^. 
Wyekoff, S. F. 

Iterminsham. Caslleiiiaii *!i Pieree. 

Tim Al orr u w . Ch {« 

Allinaii, H**troil 
Itiilhraiiff <S Ityan. Chi. 
Leehe Leehe, Dallas 

Coek field. ItroH ii. Montreal 
Cordon Itaird. rS. ^ . 

Hilton Ricuio. \. ^ . 
Don lleinrieh, Peoria 
Courtlaiid I). I'erunson. \. 
Itnlliranff X Ryan, St. h. 
Allen J. Coprlaiid, <J)i. 
Cordon Itaird, N. \ . 
Creil tic Prcshrej , .N. ^ . 

W. It, Doner and C'o, Ueiroit 
llonic-Cooper, S. F. ( eff 2 Jan> 
West -A| ar<iiii< Cn, L. \ . 
lto1»ertson X Itnekley, Chi. 
Itieltard N. \lellzer, S. I*. 
Newman. L> iide tS \ssoeiales, Jaek- 

sonville 
l-ra<lkiii. N. y. 
Cordon Itaird. N. ^ . 
A\ illiain Von Zrlile, N. ^ . 
Hrrlicrt W . I'rank. Itoston 
A. "M. S.idhr, N. ^. 
Al>iier J. (rclolu, Pliila. 
Pearl Haiidolpli Stanton. S. I*. 
W alker ifi UoHiiiiifi, Pillsh. 
Itiisr X I rUan, Detroit 



Announcing a practical advertising-plus- 
merchandising service to increase sales for 
products sold in grocery stores . . . 

WCBS SUPERMARKETING 

If you produce, distribute or advertise 
anything that's now selling— or should be 
selling— in grocery stores in the greater 
New York area, WCBS SUPERMARKETING 
will sell more of it for you— faster! 



KES SALES 



PILE UP! 



How? WCBS SUPERMARKETING first 
delivers New York's largest possible 
audience* for your sales message, then 
follows through (at no extra charge) with 
Ihe most effective point-of-sale mer- 
chandising you can get in the nation's 
biggest market— including periodic 
mass product displays* in 1,245 stores of 
the A & P, Bohacfc, Dilbert's. Food Fair, 
drand Union and Shopwell chains. 

Want your sales fo ftile up? To get the 
full story, call or wire . . . 



CBS Owned 



WCBS 



New York's *l Station 
Represented by CBS Radio Spot Sales 



1^. 




(Spartanburg-Greenville) Area. 

And, at the same time, we are 
delivering the largest listening 
audience on any station in 
the area!* WSPA personalities 
— Jane DaltOn, Farmer Gray. 
Cousin Bud. Ed McGrath. 
Ace Rickenbacker — plus smart 
programming and the greatest CBS 
shows are responsible for that! 
• BMB Report No. 2. 



★ 

Represented By 

John Blair & Co. i 
Harry E. Cummings 

Southeastern Representative \ 

I 

I 

No. 1 CBS Station For 
The Spartanburg- Greenville Market 



Roger A. Shaffer 

Managing Director 

Guy Vaughan, Jr. 

Sales Manager 




5,000 WATTS 950 KC 

South Carolina's, Oldest Station 

SPARTANBURG, S. C. 



iV<»ir developments ou SPOi^SOR stories 




Big Todd Russell, Rootie Kazootle and his WNBT gang are, like Coke, a "natural" 



See: "TV is a g„ofi Miinmerlinie biiv" 

I.S.Slie: 9 April ]9S1, p. 58 

SllllJCCt: A(l\prli»fr.« n:in lie assured of fjood 
ralinss when program (pialily is high 

Siiiniiicr I'pplaccHient? needn't he merely experimental or designed 
to sa\ e programing money while holding a discount rate. For a 
good show, started in the summer, can huild up enough product iden- 
tification to warrant its fall renewal. 

Such was the case with the Coca-Cola Bottling Company of N. Y. 
and its summer liaison with Rootie Kazoolie, a whimsical puppet-live 
actor delight on \\ NHT, Monday to Friday, 6:00 to 6:15 p.m. (also 
on i\l}(]-T\ sustaining, Saturday 12 noon to 12:30 p.m.). 

Coca-(]ola of ^ . picked up the summer tah for Rootie Kazoolie 
along with s(\ven other j)r()grams. Coke's dt^sign: to sell their new 
slogan. "It's a natural!" At the end of eight weeks, product and pro- 
gram identity had zoomed. Agency William Esty reports as examples: 

An eight-year-old hoy knew Rootie and pointed to a Coke cooler in 
front of a gas station. Another said Rootie was on TV and sold Coke. 
Other chihhcn all readily identified both Coke as the sponsor and 
Rootie Kazoolie as the sh()\Ncase. 

It's an idiMitification that has paid off with dealers who ha\e heen 
enthusiasti( in their recognition of the program's "sell.'' Ecjuallv 
iin|iortant the show is uj) for its second award. From TV Guide 
earlier this year came recognition as "outstanding kid show of the 
)ear" I under RCA-Rruno-\. Y. sponsorships). \ow. on 24 Novem- 
ber. Rootie Kazoolie will receive a public-service award from the Vet- 
erans of Foreign Wars. 

Seei "Mow l<> l>e 11 (hid ut writing radio 

eoiiiiii<"r<-ia!s" 

Issue: H Orioher I9.';i, p. ;i8 

fellllje<?t: SI'OiN.'^OR siirvejs r«py«rilers' linie- 
tesl<-d ni<-lh<><ls for killing snios. driv- 
ing <i\«a> eusloniors 

Another sle|> to\Ncir(l making air advertising more effective is under 
wa\ . This time, it's a single ])ilot study conducted in Seattle h\ BAB- 
Al!l)l. Bon \Iarche department store, and KOMO In Seattle. 

The five-week tost (which started 20 October) is designed to judge 
the edicac) of <'opy appioaclies : the \ariet} of coj)\ appeals best 
suited for specific t\ pes of radio audienco; the effect of various 
times of the (la\ on certain coj)y approaches. The study is financed 
b) II, \B, with time and radio fa( ilities donated In KOMO. 
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to the National Broadcasting Company on 
the completion of 25 years of notable service to the people of America! 

As an affiliate of NBC since 1927 we take understandable pride in the achieve- 
ments of our network during the past turbulent quarter of a century, and we 
look forward with confident anticipation that the future in AM radio and NBC 
will be even more inspiring and satisfying. 

At this quarter century milestone it is well for us all to remember that Ameri- 
can radio operates as free enterprise and that free enterprise guarantees a 
free America! 




RADIO STATION KVOO 



50.000 WATTS 



EDWARD ^»ETRr AND CO.* INC. NATIONAL REfWlESENTATIVES 



OKLAHOMA'S GREATEST STATION 



TULSA. OKLA. 



19 NOVEMBER 1951 




in Western Michigan 
tlie television picture 
is changed! 



it's now • • • 




the only Western Michigan station with full television facilities! 



Grandwood Broadcasting Co.. owner 
and operator of WOOD-AM*, have 
purchased t ho only T^ stalion in Grand 
liapids — the retailing and whole- 
saling center of Western Michigan. 

A brand new micro-wave link has been 
installed and power will soon be 
increased to the full limits allowed by 
the FCC. Wliat's more — xjou now 
have the flexibility of lire studio cameras! 
WOOD is already presenting a variety 
of locally-originated shows. 



IN WOOD-TV. you'll fmd the same 
programming know-how . . . the same 
audience and trade promotion . . . the 
same careful attention to servicing 
details , . . which vou have come to 
expect from WOOD-AM. 

^^'hen you place your schedules in 
Western Michigan, consider first the 
only television statif)n located in the 
center of the Western -Michigan busi- 
ness community: WOOD-TV . . . 
Western -Michigan's only complete 
television facility. 



♦also owner and operator of WFBM-AM-TV, tndianapolit 



Always the best earful 
NOW the best eyeful! 



NATIONAl REPRESENTATIVES 

KATZ AGENCY, 488 Modison Ave., New York, N. Y. 



5000 WATTS — 1 300 KC 
NBC AFFILIATE 



WOOD 



CHANNEL 7 

NBC-CBS-ABC-DuMonf 



GRAND RAPIDS, MICHIGAN • Also WFDF— Flint , Mich, WEOA — Evansville , Ind, WFBM and WFBM-TV — Indianapolis , Ind. 
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increase in Eoivu sets pei' home 



How f»ic« evettituf niulUmee has f/roini 



Percentage of oil hom«t owning: 




] 


m 







1940 
1945 
1951 



91 



.4% 1 



97.9% 1 



98.9% I 



P«reentag« of radio homes owning: 




] 









I i 18^% 
1945 I [ 38.5% 

1951 I I 50J% 




s V I « ( V 

1940 [J 4.4% 
1945 n 9.1% 
1951 I I 15.0% 







n 





1 


1 







Figures above are from Forest Whan surveys for WHO, Iowa. Note sharp growth 
of "two or more radios" since 1940, Meanwhile, "one or more radios" homes 
have hit near-saturation marit, 98.9%, almost 3% higher than national average 



Per Cint 
eiell 



Cttcnlnj 
It 
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S IS ?M. 

SIS TO 
S 30 C M. 

S JO TO 

5 4S C M. 

i Ai TO 

6- 00 C M. 

6 00 TO 
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61S TO 
6 30 C M 

6 30 TO 
6 4S P M 

6 4S TO 

7 00 PM 

roo TO 

7 IS PM 

7 IS TO 
7 JO PM. 

7 30 TO 
7 4S P M 

7 4S TO 

• 00 PM. 

t oo TO 
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»I5 TO 
« 30 P M. 
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a 4S p M 

• 4S TO 

9-00 P M 

9:00 TO 
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9IS TO 
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9:30 TO 
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9:4S TO 
10:00 C M. 
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Chart above compares 1949 weekday evening radio audience by quarter 
hours with 1951. Figures within white portion of bar represent growth of 
1951 audience over 1949. No 1949 figures available after 8 P.M. 




We were speaking I'erently 
with Brur e Brewer of Bruce 
Brewer & Company. Kansas City, and 
one of tlie Midwest's leading limebuy- 
ers, about the radio audicme Gur\eys 
fonductcd by Dr. Forest L. Whan of 
the University of Wichita. Said Mr. 
Brewer: 

"We"ve buih a half-million dollar 



III 




fling, WA 



Dr. Forest Wliaii surveys in l«>\va 

ami Kansas for WHO anil WIBW :i;'lve sponsors 

valuable $*iiiilanee. show listening' is np 



spot radio account due to Dr. Whan s 
Iowa and Kansas liadio Audience 
Studies, which have given us clues to 
buying radio effectively. The entire 
advertising budget for this account in 
1940 was only S30,000. Today it 
spends SS.SO.OOO on spot radio alone." 
Mr. Brewer added: 

"Dr. Whan"s studies have given us 



more information on an across-the- 
board type of research than any radio 
studies we've ever had. They show the 
whole balance of rural and urban lis- 
tening and give a better picture of 
every t\p(> of program likes. " 

Dr. W ban has been making extensive 
and thorough studies of radio listenina; 
in the Midwest for a decade and a half 



19 NOVEMBER 1951 
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/Xuto r«dio ownership «»id use in towa 



PERCENTAGE OF FAMILIES OWNING CAR RADIOS 



for 15 voais in kan?-a>, |)ai<l for 1)\ 
\VIP)\\'. Topcka, and for 11 >oars in 
loua. jiaid for b\ WHO, Des .Moino^. 
Tlio) are uni(iiie lircau^e Dr. \N lian 
usos both fliary aiul personal inleivieu 
melhods. and each year makes llie stud- 
ios in ilip same manner, so llial one 
c<in l)e conipared uilli the oilier. 

Tlie\ provide advertisers and agen- 
cies a unicjue opportunity to gel a 
bird's-eve % lew of Midwest America 
lo oompare listening liai)il?. program 
])referpnce8. set ownership, and audi- 
ence make-up: to nolo trends as llie\ 
develop; to double rlieok faets that 
come out of tiiese surveys with the 
same ronimon denominator. 

SPONSOR thumbed through its copv 
of the ju.-l-puhlislied 1951 Iowa Radio 
Audience Survev and came across 
much valuable information that's espc- 
<ialh significant and helpful this year 
bc<;au^e of the changing broadcast ])ic- 
ture. Most outstanding of Dr. Whan's 
findings is the fact that radio is still a 
growing medium in the Midwest. For 
instance, in Iowa the radio audience is 
20*:^ larger than in 1919. In both Kan- 
sas and Iowa, near saturation has been 
rea< lied in the miiiibcr of homes w ith 
radio. Also, multiple-set ownership has 
almost lrij)led since 1910, with the re- 
sultant iuerease in the nuiiihcj- of per- 
sons tuned to radio, as well as an in- 
crease in the amount of listening per 
adult, riiis represents a si/able bonus 
to advertisers in the "extra listening." 
a factor not measured b\ most radio 
researdiers y ivlio <'online studies to 



ALL FAMILIES 
QUESTIONED 



'fa 



nnl\ radio 



listening.) 



While speaking with some of radio s 
top tinicbiiyers about Dr. Wnian's re- 
search. SI'ONSOU heard words of high 
|)raisc for the^e annual studies, which 
are dire* ted bv Paul A. Loyct of WHO 
and Ben Ludy of WlliW. One of the 
tlmebii) (?rs in a prominent Chicago 
agency exniained that "ihey "re n cry ac- 
curate because of the diary and jier- 
soiHil inters iinv methods use(K" (Dr. 
Whan's staff personally iuter\ iewcd 
9,190 adull ineu and women for the 
March- \pril- 1931 Iowa Study and 
7,00 J for the Kansas Stiidv.) This 
timcbu\er >laled further: 

"Dr. Whan's sliidies tell voii exactly 
what a station s a<'lnal audictiee is 
not lli(! potential audiciu't;. Il gives vou 
the au<licnce for (tny time and by fam- 
ily. Metropolitan rating syslems give 
yon audicn< ("S in onlv a reslri< ti'cl area, 
without taking into fousideiation the 
slalion's entire c(i\eiagc ar(ni." He 
a<lde<l: 
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1949 f 42.0% 




63.5?^ 



UrWEEN 
26 AND SO MILES 



68.3% 



4% 4\ 4\ 4% 41 4\ 



Soiiiic: lilt;) Imva Kiidio AuditMiee Survey 

"The ideal would be to have a na' 
tioii-wide Whan study county bv coun- 
ty!" 

Although Dr. Whan has made stud- 
ies in several .Midwestern states, some 
of the hndings are for internal use and 
have not been released. Eastern sec- 
tions of the country may he researched 
by Dr. Whan and his staff under coop- 
erative sponsorsliij) by stations — a de- 
\elopnieiil that \vould be welcomed by 
I he advertising industry. 

Dr. Whan's latest Itadio Audience 
Studies provide a wealth of important 
data on radio listening in a big chunk 
of Midwest Aiiieriea, making il possi- 
ble to reach the right types of persons 
for the product being air-advertised. 
sroNsou i)i< kcd out some of these data 
to highlight for you: 

• Miilnvsl liadio is tironini;. 
One of the most startling findings in the 
1951 Iowa Uadio Audience Survev is 
the 20' ( audience increase iu listening 
()\er 1919 during the nioruing and eve- 



1 »■ ( J, f t) t 



1^ MORE THAN •( 



100 MILES 




( 1'<".-C('nt:ip:es based on portion of 2.4:37 adults v 
i-ode in Kadiii-equipped c-!irs in eacli classificatioi 



nilig hours. These findings are chart- 
ed on page 27. 

This 20% audience increase clearly 
si lows that television has not \ et made 
inroads on the Iowa radio audience. 
However, it should be pointed out that 
four of the five TV stations serving 
Iowa are located on the boundary of 
the state. W01-T\'^, Ames, is the only 
eenlrally located T\ station. Some 
1 1.8% of Iowa's radio homes now own 
TV sets, as compared with 1.7'^: in 
1950. Iu Kansas. TV ownership has 
come to only 4.4% of the radio homes. 
\o T\ stations are located within the 
stale, and except for WDAF-TV iu 
Kansas City. Mo., out-of-state TV sta- 
tions are 55 to 100 miles from the Kan- 
sas line. 

It should he noted here, however, 
that weekday iifternoon listening in 
Iowa is down slightly — an average of 
0.9% of all radio homes in 19.51 over 
1949. 

• T rt'iids in "Br.s/ LikoiV lyprs 



■ 
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of programs al^o are re\ealecl clearl) 
in Dr. Whan's studies. In both Iowa and 
Kansas, men and women listeners |)ro- 
fer news broadcasts above all other 
kinds of programs. Interest in news 
has increased over the past five years. 
For example, in 1947, 72. IT of Iowa 
women and o0.4'}( of Iowa men named 
news as their first jjrogram choice. 
This year 79.9% of the women and 
87.1% of the men gave new s first place 
on their program list. Lis'eners were 
asked to choose five types of programs 
liked best from a list of 16. 

Although '"featured comedians" was 
the second "best liked" type of pro- 
gram, the percentage of listeners choos- 
ing this category has decreased during 
the ])ast five years, in both Iowa and 
Kansas. In the latter state, lor instance. 
64.2% of the Kansas listeners named it 
in 1947, w hereas this y ear "'featured co- 
medians" was named second-choice bv 
only 59.2 T of the Kansas audience. 

Third place went to "audience par- 
ticipation" programs by 45.3'f of the 
Kansas listeners and "pojmlar music" 
by 49.9% of the Iowa listeners. Per- 
centage of audience in each case re- 
mained nearl) static over the past five 
)ears. This is also true of the fourth- 
place '"best liked" shows. '"Popular 
music" was named fourth by 4.3.79? 
of the Kansas audience; in Iowa fourth 
place went to "audience participation" 
among 49.4% of the women listeners 
and to "soorts broadcasts" among 
47.4'^'? of the men listeners. 

Fifth preferred program t)pe in 
Kansas was "sports broadcasts" by 
36.7% of the audience — an increase 
from 24.4% in 1947. "Complete dra- 
ma" ranked fifth among 38. 4^^ of the 




Hesetirvh vvtovatt For<».s'< Whatt 

Dr. ForoNt Livings Whan, chiiirniaii, CoiiiiuittfO on Ka- 
ilio. Uiii\<'rsily of Wirliila, K:iii., i^ a loiig-estalilNliiMl 
cxixTt on l)roa<lraNtiiif; rrsrarrli. Tlic '16-yrar-olil pro- 
fessor Ijas euiiiliii-ti><I mori' than 1 7 railio rrsear<'h stud- 
ios, niostiv ill low:i and Kansas; Hrittoii two hooks. Ilf 
holicv<-s Ijo ronhl s«'t np elToetivo national supm-v of 
raiiio-statioii fa«-ls iiii'xpi'nsiv<'ly (s<m' (■ditorial papi' 88). 



'"T/iroiig/ioiil l/te years il has been iitleiesling to compare the allitudes, habits 
Gild preferences oj the people oj Kansas with those of the people of Iowa. And it 
has surprised us that others have not made those comparisons from the printed 
reports. 

^'The 1951 loiia and Kansas studies are no exception. Although slight differ- 
ences in set ownership in and out oj the home are found, the basic habits, pref- 
erences and allitudes in the two slates are surprisingly similar. The similarity in 
findings in the two slates suggests that the people of the Midwest depend on radio 
to a greater degree than in some other sections if reports from those sections 
are to be accepted. Television has made little impact as yet in such Midwest 
areas, and dependence on radio is on the increase, rather than the decrease. In 
both stafes radio has become a vital part of human existence, commanding more 
attention, time and respect than any other communication media — Including, we 
are sorry to report, liie schools.^' 

im. F. L. WIIAN, Chairman 
Coiiiiiiillee on Radio 
I'nirpr.tilr of Wichita 



women listeners in Iowa, with "audi- 
ence participation" coming in fifth 
among the men — by 41% of them. 

• "fJor/ro lisleiiing"' means a siza- 
ble lionus to advertisers. Listening in 
car radios, unmeasured by most radio 
audience research, is another of Dr. 
\\'han*s highly interesting findings. 
Iowa families owning car radios have 
increased from 42% in 1949 to 55'? 
in 1951. In Kansas 54.4% of the fam- 
ilies own car radios. More than one- 
third of the riders in both states use 
their car radios within the first five 



miles of driving. Charts showing num- 
ber and use of car radios in Iowa ap- 
pear on jiage 28. 

Much radio research has been lim- 
ited also to investigation of lis'ening to 
the "family radio" — an assumeil single 
set in the liou.se. As i^trikinsly revealed 
in the chart on page 27. more tlian half 
of Iowa homes now have two or more 
radios and 15% have three or more 
sets. In 1940 fewer than one in five 
had two or more sets. Some 98.9% of 
all Iowa homes now own at least one 
[Please turn to page 80) 
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Featured Audience Popular 
Comedians Participation Music 





1947 


SURVEY 




1948 


SURVEY 
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1947 


SURVEY 
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1950 


SURVEY 


■ 


195! 


SURVEY 



Sports 
Broadcasts 




Complete 
Drama 



Religious 
Programs 



Talks 
Comment 



Variety 
Programs 



Market 
Reports 



Band (Brass) Classical 
Music Music 



1 



1 



Talks on Homemak 
Farming Progran 





S2.0DI>J)©^) radio «ii€l T¥ raz2rJe=«lsizzlo caassps6ii»'ii liolps Ilyfotitol 
zoom to II solli^s* aiiioii;^ BoCiBiiiplcx vitamin firin»» 



A few weeks a<i<K Afoiloit 
Kdell. presideiil of Vilaniin 
(>oi poralioii of \ iiicticu. \euark. N. .].. 
f.M)l 11 rusli uiic fi(»m (Hilcaiio. ll was 
from one of llie Winds' (-il) ^Uilloiis 
o\cr wliieli I, dell liad lamielicd a satit- 
ralion canipaijiii for liis B-(;()m|>l< \ vil- 
atiiiii product, lUhntol a eaiii|)ai->;ii 
coiisislin;.' of (iDO radio and 100 TV 
aiuioiMH-eiueiil'^ o\er WJJi), W'CFL, 
\\ williiii llirce weeks. 

riie l<'lef.'ram icad. iir elTct l : "Local 
(]rii^;!i-l^ cr)in|)laiiiiiif.' \onr air adver- 
lisitif( lias l)roii<!;hl so niarn ciisloiriers 
lo stores, their stocks of l{\liiitol are 
sold oiil. I'lcase a(h ise if \oii want 
\ onr annoitiK eiiienl sdiedide cliaiii<ed." 



ImIcII, j('t-|)ro]jelled wontler salesman 
if there c\ei was one, pioniptiy wired 
l)ack: "Conlimje annoiniceinents. Am 
ficndiiig K\l)ntol b> plane to replenish 
retail snp|)lv." 

This episode ilhislrales grajihiL-alK 
the phenomenal sales rise of Rybntol, 
and its helicf in high-pressnre promo- 
tion. Not sinee Senator Dndley .1. Le 
HIanc has there emerged to national 
prominence- a raz/.lc-dazzle medicine 
salesnuin (»(|nal to Edell. Nor has ari) 
other (Irng store; item shot np so (inick- 
iy. thanks larg(>ly to radio and T\ ad- 
\(Mlising showmanship. 

In Mareli this )ear, EdelPs Vitamin 
Corporation of Ameriea was prodncing 



500,000 R\hulol vitamin geliicap.s per 
day. That month, it started a co-op 
radio show in Chicago with Walgreen's 
Drng Stores, and, on a national scale, 
began sponsoring Gnbripl lleatter oA'er 
Mntnal. Shortly after, it tripled its 
prodnction eapacilv: donbled it again 
in lb? early fall; and now is making 
4.000.000 geiucaps a day, 2,000.000 of 
these Rybntol. which are being sold as 
fast as ibcy are turned out. Trade es- 
timates place the compan\"s present 
gross at $10,000,000. 

VCA's achertising spending has kept 
pace with its sales. Its radio and TV 
onlla) has been upped from SSOO.OOO 
to roughly $2,000,000, at its current 
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These twc the hitfhUghis of RtfbuioVs ^2,000jm0 
spot ami neiwort^ radio-television campaiign 



1 Nalioiiaily, il usos '■•Galniol Ileallci" 
over 170 Muliial 8lali(Mi8, lo lianiiiier lumie 
Ryhutol brand iiaiiu'. Ilis pilch blends cdd- 
, emotional exborlalions. 



ago fear 



4 Allso locally, il buys radio and TV 
programs and parlicipalions, larg("ly TN . 
If TV show clicks, il is nntved on lo oilier 
eilies on kinescope. 



'2 Regionally, it uses hour-long Lorraine 
Cugat Show over eight ABC-TV stations, 
to demonstrate Kybutol potency visually; 
uses her as beauty Symbol. 



,> Local air campaigns arc accompanied 
by newspaper ads, cards and window dis- 
plays in drugstores. This draws attention of 
retailers, plus eonsnniers. to Rybntol. 



3 Locally, it uses radio and TV an- 
nouncements for three-week saturation 
campaigns. Multi-station pitch provides 
impact for eonimunity promotions. 



() Advertising is keyed lo two points: Ry- 
hutol helps people over 35 "growing old"; 
free offer of 25-day Ryhutol supply pins 
money-hack guarantee on big Ixtttle. 



m^TRATCPV' Emotionally-charged pitch, high-pressure merchandising, local, national 
OlnMICUli air advertising all help to boost sales for Rybutol (see box above) 



TUC DCAIITY' -^^BC-TV's "Lorraine Cugat Show" sym- 
int DCHUII. bolizes Rybutol as a health-producer 



rate of expenditure. One VGA execu- 
tive explains breathlessly: "It's hard to 
peg our exact air expenses, because we 
keep buying more time virtually cverv 
day." 

An examination of VGA's air-buying 
strategy (conducted via Harry B. Go- 
ben Advertising Gompany, New York) 
reveals three chief elements : 

1. On a national level, it uses Ga- 
briel Healler Thursdays from 7:30 to 
7:45 p.m. over 170 Mutual stations, to 
hammer home the Rybutol name. 

2. On a regional level, it cmplovs 
the y\BG-TV Lorraine Cugat Shorv, an 
hour-long variety program, heard over 
WJZ-TV, New York; WENR-TV, Chi- 
cago; WXYZ-TV, Detroit; WTGN-TV. 
Minneapolis; KGO-TV, San Francisco; 
k'EGA-TV, Los Angeles; KTHO-TV. 
T'lioenix — big city stations where the 
product is demonstrated visually. 

3. On a strictly local level, when it 
goes into a market it launches satura- 
tion amiouncemcnt campaigns over 
most local stations; or buys a single 
program on one station, for big com- 
munity promotions. In September this 
year, for example, it deluged Los An- 
geles with 900 radio and 1-5 TV an- 
nouncements. Similar radio/TV an- 



nouncement campaigns (with radio 
predominating) have been made in St. 
Louis, New York, Philadelphia, Balti- 
more, Washington, New England. In- 
diana* Ohio, Michigan. Arizona, New- 
Mexico. Colorado. It likes buying a 
local program, and if the TV show 
clicks it moves it on to other cities on 
kinescope. For example, Texaris Have 
Talerii, which it originated on KRLD- 
, Dallas, did so well, a kinescope 
has since been used on KFYL-TV. San 
Antonio. Here's a typical handfid of 
tlie local shows (mainly TV) it has 
been using: 

Martin Block's Make Believe Ball- 
room, \^'NE\V, New York; the Sun- 
day Theatre Hour, WJBK-TV. Detroit; 
Front Page Defective, \^^DTV, Pitts- 
burgh; Stars in Your Eyes, \\^VTZ-T\ . 
Philadelphia: Craig Kennedy. Crimi- 
nologist. WEWS-TV, Cleveland, KING- 
TV. Seattle: Mr. and Mrs. Kup, 
WBKB-TV. Chicago: Ed Hayes Sports 
Cast, WJBK-TV. Detroit. 

In addition, whenever Rybutol moves 
into a city for a local promotion, it 
suppleiuents its radio and TV advertis- 
ing b) plastering ads in the newspa- 
pers and distril)uting caitls and win- 
( Please turn lo page 66) 




A SroySOR roundup 



PART ONE 

OF A TWO-PART SERIES 



Mk ntilities on the air 



Eloctric companies Iraclc $>roii]i now Kpoiicls 2/3 of $1,500,000 

budget on radio, liclp^ utilities fight ^^crccping socialism" 



r— ^- "Creepiiig socialism" is 
' i' a major jDiolileMii fa<e(l 
' today by the nation's pri- 
vately o|)Crate(l electric and gas utility 
companies. F^ver since tlie mid-1930's 
when the federal government went into 
the power business, the danger has 
been growing. Private firms like the 
Xchraska Power Company and others, 
have been swallowed up in the recent 
])ast by the state and municipal owner- 
ship. x\ow, even billion-dollar firms 
like Pacific Gas and Electric, whose 
members literally cover California with 
an eitx'tric blanket, are being threat- 
ened by federal power. 



To fight back against government en- 
croachment, the nation's power com- 
panies have been turning increasingly 
to air advertising, using it as a major 
public-relations weapon. In large and 
small markets all over the country, 
public-utilities firms now buy time with 
the business-like seriousness of retail- 
ers anxious to move goods. In fact, 
recent Broadcast Advertising Bureau 
figures indicate that about 78% of the 
nation's light and power companies use 
some form of local radio; and about 
are now using TV. 

On the national scene, an industry- 
wide group known as the Electric Com- 



fCfiffio fifi.s- helpi'il swiufi public sentimvut fiicfii/ from 
yoverniui*nt owurrship of uiiliiies 
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Business Concern 



53% 




41% 
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Some Form of Government 



37% 



1943 



1945 



1947 



1949 



1951 



Opinion. Rcsetinlt. ('orj). studies ,shoir that ECAP's 52-iveelc ad catnpaigiis since 
]9}.'3 nuule initial lapid striiles in. changing adverse public opinion, held well 
in a post war 1913-19 "plateau,''' and are again bettering the ECAP position 



panics Advertising Program speaks for 
about 150 of the leading electric and 
gas utilities and spends about two- 
thirds of its $1,500,000 advertising 
budget on radio. ECAP, as the organi- 
zation is knowii, sponsors Corliss Arch- 
er on 173 CBS stations (Sundav, 9:00 
to 9:30). 

The fact that ECAP uses a light and 
down-to-earth vehicle like Corliss is, 
again, symptomatic of the practical, 
businesslike approach of public-utili- 
ties strategists. Unlike those industri- 
alists of the earlier days of radio who 
sought to do a public-relations job via 
programing of an arty nature, public- 
utility executives on both the local and 
national scene are now striving to 
reach the widest possible audience. 
Their activities are well w-orth study 
by any business group anxious to do a 
hard-hitting public relations job. 

To give its readers a closeup on the 
strategy of the nation's public utilities, 
SPONSOR has divided its coverage into 
two parts: fl) The national activities 
of ECAP, to be described fully in this 
issue: (2) Case histories of local ad- 
vertising by public utilities all over the 
country, to be reported next issue. 

Actually, many of the local public 
utilities take their cue from ECyVP, 
striving to find programs on the local 
level with appeal as w idesprcad as that 
of Corliss and modeling their conuner- 
cials after samples sup])lied by ECAP. 
It is particularly remarkable that ECAP 
has had this influence when vou con- 
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Hftw many light & 
power firms use lo- 
cal-level radio, vld^ 
eo In U.S. today 
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ee stages in tlcvelopment oS ECAP''s air formtilM 





tial program in 1943 was "prestige" news 2. Switch made to "Nelson Eddy" show in 1944 
on CBS radio net. It had limited appeal, on CBS. Still largely a "class" show, it pointed 
ECAP $8,500 weekly. Cost-per-M: $3. 7b up value of popularity, drew Cost-per-M of $3.67 



sider that the organization actually has 
no paid staff, no titular head, no big 
expensive ofEces, no back-slapping hier- 
archy. Only an unpaid committee, 
meeting occasionally and representing 
the 150 member companies, supplies 
leadership for ECAP. 

Guided by the sage counsel of the 
N. W. Ayer ad agency, ECAP goes af- 
ter cost-per-thousand efficiency. It acts 
as if it were selling soap instead of 
ideas. Here's the way its philosophy 
has paid off: in 1944, shortly after 
ECAP first ventured into network ra- 
dio, it reached listeners at a cost-per- 
thousand of S3.67; today, after sift- 
ing vehicles and finally coming up with 
Corliss, ECAP's cost-per-thousand is 
$1.66. 

When ECAP was formed, in 1939, 
the weight of public opinion, among 
consumers and farmers and business 
firms, was in favor of the government- 
operated, TVA-type power plant. Few 
laymen stopped to think that the so- 
called "cheap" electricity and power 
from these projects could only be paid 
for by subsidies, and that these govern- 
ment hand-outs would come from high- 
er taxes. Fewer still paused to think 
that private power companies seldom 
make more than 10% in net income on 



their operating revenues, and that they 
hand over around 18% of their gross 
revenues to the government in the form 
of taxes. While the cry of "monopoly" 
was being raised inaccurately against 
private power firms, most of them real- 
ized that their great hope was in telling 
their story — and telling it efficiently 
and well — to the nation's "electorate." 

So it was in the late 1930's that the 
idea for ECAP was born, and grew 
quickly with the aid and assistance of 
the N. W. Ayer agency, an old hand 
at utility ad\crtising. 

The philosophy behind the move- 
ment was summed up very nearly in 
1939 by Grover Neff, president of the 
Wisconsin Power and Light Company, 
and one of ECAP's prime movers. Said 
he: 

"We believe that unless a majority 
of the public is sold on private opera- 
tion of public utilities, we will lose our 
business to government operation no 
matter what kind of public relations we 
have with our own customers. The de- 
cision is going to be made in Washing- 
ton and that action will be greatly in- 
fluenced by public opinion." 

At that time, few attempts had been 
made to use network broadcasting as a 
{Please tarn to page 60) 



3. Latest show in steady ECAP swing to more popular shows is 
"Corliss Archer" (right) comedy. Present series gathers more 
than twice weekly audience of 1943 at Cost-per-M of $1.66 
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Tlioil* flocishins may involve^ iiiillioii.Si, hut tiiiieliiiyeivs are a$>'eiicy 
ior^Otfoii moil. S|if>iis4)i\s Utsc out wIumi tlieii* skill \s not tisccl to full 




Not U)() li>nji ago, a liine- 
huycr. icspoiisible for plao- 



iiifr iiioie S I .OOO.OOO of business 

annuall). was lianded a iiiPino bv an 
aiTouiil i\ It lead: 

"Foani} W bil(- Toolbbiiisb Co. has 
decided on spot campaign for 52 weeks 
al .§20.()()(). W an'^ one slalion in New 
Ilavrn. one in I'liillx ; newscast oi- par- 



ticij)alioii m variety sliow, 7 a.m. to 9 
a.m. I'lease give prfigram. station avail- 
abibties. ' 

Tbe tiinebuver was left in a complete 
fog on tbe s|)onsor's strategic reasons 
for staging tbe radio campaign. Tbe 
bigbdianded account executive didn't 
sa) whetber tbe cHent was trying to a(b 
verlise in a new market: clear over- 



loaded dealers' ?liehes; seek out a spe- 
cial audience; or introduce a new- 
product. 

"Yours not to reason why," the time- 
buyer was told in elTect, loftih . "Yours 
but to buy and buy." 

This example of bow a timcbu}ers 
full talents are being wasted is net 
unique. It's one of many, illustrating 
bow an advertiser can lose money, be- 
cause of tbe lowl\ recognition some 
ad agency brass give to their tiniebuy- 
ers. SPONS()t{ has touched, indirectly, 
before on tbe under])ri\ ilcged tiniebuy- 
er ("Timcbuycrs" lameiit," 1 June, 
1048; "'Your limebujer can contribute 
more," 21 \o\end)er, 191-9; "So you 
think timebuying is easv?," 19 Jinie. 
1950). Rut right now, many feel, it's 
time for a full airing of the subject. 

In extreme capsule terms, the dilem- 
ma can be sunnned up this way. It s 
Contended that account executives, me- 
dia directors, and radio and PV pro- 
ducers are the (daniour (lirls of tbe 
advertising l)u>iness and are paid ac- 
cording. Hut those Cinderella Girls, the 
timebuyers, do efjually difficult work, 
shoulder the brunt of the big-money 



PAY-SCALE FOR TIMEBUYERS* 

Managers of Dspartmsnt^ $10,000-$1 2,000 (often low as $8,000) 

^iiix I". (iiiicr (iiijcr;^; in <lijrf;(> <»f iieiwurk liiiiel)ii> iii^ 

Full-fledged Timebuyers $4,500-$8,500 

^<•{;<;t•ill<" station r<'ps. in;ikc <lccisii)iis on clKiicc of >l:ilion> 

Assistant Timebuyers $3,000-$4,500 

ilclp [o|> fini<'l(iivrr'« <lraK ii|> li-.|^. soiiio coiiliM-t >\<>rk 

Estimators Under $3,000 

Work Iroin |><il<'iili:il ^l;llioIl in innkiii;; <'o>t o^lilnatr^ 

*E-f. a'r.d by SPONSOR r I . f survey of ogonries. 
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Slow thtiehniiers are tiuderpluyed hi cff/ciicicv 



V 



V 



V 



Lack of recognition: Affoiint exet'utives, seeking to 
keep fmll cleeision-niakiiig i»o>ver and prestige, often 
give tinielinyevs nieelianical role. Sponsor, agency, 
and tinielmyer all lose ont — not nsiug timehnyer's 
market savvy, experience, means loss of money. 

Lack of ri'muneration : While glanionr-hoy top brass 
may get as high as $50,000, >vorkhorse timehnyere 
(see chart below left) often get poorlionse wages. 
With a million-dollar responsibility, timebnyers want 
commensin-ate boost in their paycheck. 

Lack of advancement : Only rarely are timebnyers al- 
lowed to gradnate to media director or neeoiint exec- 
utive. With their possibility of advancement cnt off, 
their rut roadblocked, they may grow lethargic on 
job — meaning sponsor isn't getting money's worth. 

Lack of training. Because of their lowly, Cinderella 
status, agencies don't train timebnyers sufiicientl> ; 
dragoon them heller-skelter from ofiice boy ranks. 
There is need for college conrses; agency lecture 
sessions taught by veteran media directors. 




Worst of iill. iiiciii^ f ITS arc poorly' ituUl 



res]Donsibilily — and yet arc accorded 
the status of ad agency serfs. 

Result: while the others are well rec- 
ognized, the tirnebuyer suffers a loss 
of morale, and the S]ionsor doesn't 
get his complete money's worth from 
the ad agency. 

Of course, this see-saw of \'alues 
doesn't apply in all ad agencies. The 
Frank Coulters (of Young & Rubi- 
cam), the John Kuceras (of Biow), the 
Stanley I'ldvers (formerly with Dan- 
cer-Fitzgerald, now Le\ er Brother? me- 
dia man), the Jim Luces and Jane 
Shannons (of J. Walter Tliom])son), 
the Tom iVlcDermolts (of N. W. A)er), 
the Henry Clochessys, Al P^isenmen- 
gers, Frank Silvernails, all get full 
recognition as master craftsmen. Still, 
there are plent\ of instances where the 
inequities prevail. 

Precisely how widespread are the in- 
equities? What has led to the situa- 
tion? And what can be done to alle- 
viate it? To answer these questions, 
SPONSOR, in a nation-\\ide survey, con- 
sulted over two dozen executives in va- 
rious strata and echelons of the ad 
agency hierarchy. Here is a summa- 
tion of their answers, including the 
point of view of agency management. 

To whal extent are timebnyers 
unrecognized? 

Many pointed out that spacebuyer';, 
of whatever rank, are generally more 



often consulted by the strategy-plan- 
ners of the client-agency grouj). On the 
other hand, the timebnyers. whether 
ihev are manasers of the timebu\ing 
department, full-fledged timebu)ers, as- 
sistant timebnyers, or limebuying esti- 
mators, are too often neglected. In tjie 
minds of the account cxecuti\es, they 
are mistakenly relegated to the Siberia 
of clerk status. 

Charles Pearson, president of the 
Pearson Advertising Agency, believes 
this situation has arisen because time- 
buying is a relatively new profession 
compared to spacebiiy ing. 

"It was especially true ten years 
ago," says Pearson, "when agency ex- 
ecutives grabbed anybody into the job, 
out of desperati<ni. But there's no ex- 
cuse for giving spacebujers more sta- 
tus than timcbuvers today. ActualK . in 
my opinioir, timebuying is nmcli hard- 
er than spacebuying. Just about all a 
spaoebuyer needs is Standard Ratt and 
Data. But a liniehuyer has to be con- 
scious of a vast number of imponder- 
ables, concerning stations, markets, 
time placement, and prosram shuf- 
fling." 

Jack \\'yatt. partner of \Vyatl & 
Seheubcl. concurs. "Great timebny- 
ers," he maintains, "have not been de- 
veloped except by a few agencies who 
reeognize the important role they play. 
This includes agencies like fiiow, Dan- 
cer-Fitzgerald, J. Walter Thompson. 



and some others. Today, with net- 
work T\ pro\ing so expensi\e, and 
many big advertisers entering one-sta- 
tion cities with spot programs, or shift- 
ing to spot, the tiniebu)er who has an 
equity of goodwill with TV stations is 
doubly important. Still, agencies can't 
see this, for the most part, and won't 
give the timebuyer the status he or she 
deserves." 

His partner, Reggie Scheubel, ex- 
tiniebuyer for Duane Jones and Biow^ 
thinks so highl\ of her station contacts, 
she'll often break personal or business 
appointments of several weeks stand- 
ing — just to have dinner with an oUl 
station friend who's in town. She has 
developed timebuying to such a ])ol- 
islied art, that her agency now serves 
as an "outside" national timebuving 
department for other 4-A regionai 
agencies — to name a few. Thomas F. 
Conroy. San Antonio; Filler, Neal \ 
Battle, Atlanta; \\estheinier & Ulo(-k. 
St. Louis; Charles A. Rumrill. Rot h- 
ester; and Rcingold Company, IJosUm. 

An ex-timebu\ er, now a station rep- 
resentative, blames some account exec- 
utives for elbowing timebnyers out of 
strategy conferences. "Secretly the 
agency vice presidents often crave to 
monopolize the power and prestige in- 
volved in fully making expenditure de- 
cisions. They like telling clients or sta- 

{ Please turn to page o3) 
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Si^al-eovor firm elioso wroiij*' vehicle on lis first venture infwo'' 
IVoAv it's foiiiifl spot radio ami TV approach that works, is expamling $341rl 




High-fashion appeal on Eva's women's 



► EVA GABOR COULDN'T SELL SEAT COVERS 

interest show flopped In a N.Y. test campaign to find TV formula, soured Rayco on air use 




MYbrtKY UKAMA did New approach, this time aimed at men primarily with hard- 
hitting appeal, wos a success when Rayco used WOR-TV's "Trapped" mystery drama series 



Seldom has there been a 
TV lest ranipaign with so 
many liigh hopes pinnetl proudly to it 
as the one used in Now York last win- 
ter hy the Hayco jNiaiiufacturing Com- 
pany. Seldom has there been one which 
flopped so thoroughh . 

Rayco, which had gone into the cam- 
paign hoping to find a master TV pro- 
gram fornnila that could he used wide- 
l\ in other markets, was stunned. The 
11-week run on the test \ chicle, WJZ- 
T\''s Eva Gahor Show, cost them S25,- 
()()[) and sold a mere $1,375 worth of 
seat co\ers. If it pro\ed anything, 
Rayco felt hitter, it only showeo 
them that perhaps the\ would he bet- 
ter off if they stayed out of broadcast 
ad^ertising entirely. 

So sour was Ravco tliat it even con- 
sidered dropping the axe on all of its 
existing air advertising, including siz- 
able announcement schedules in some 
25 radio markets and about 15 TV 
markets — despite the fact that plenty 
of sales could be traced to them. There 
seemed to be no sensible reason why 
Rayco s carefulK -constructed TV test 
fornmla. that of linking its product 
with high-fashion connncrcials to a 
well-rated woman's-appeal show, hadn't 
worked. 

Weeks went 1)\. A change in ad 
ag(Mrries was made. Ka\ co became busy 
with its brisk spring sales, and a big 
expansion program. Then, the new ad 
agency made a bold suggestion : use 
another TV show to test a new ap- 
proach. This time, the sales pitch would 
be hard-hitting, and would be directed 
toward men. 

l\a\co was highly suspicious, but 
finally agreed, and bought Trapped on 
\VOI\-T\\ Ravco needn't have worried. 
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SPONSOR 



Ill errors 



uoor results. 




Results from the new approach were 
eye-openiiig. Soon, the $2,500-weekl) 
TV program was pulling in traceable 
sales at the rate of $7,500 per week. 
During the July-to-October test of the 
revamped TV formula, only some 20% 
of the ad dollars allotted for New York 
went into the video show. But it pro- 
duced 35% of the New York area sales. 
Rayco was dubious, then incredulous, 
then delighted. 

Rayco no longer feels that its ad 
dollars were entirely wasted in the dis- 
astrous I'affaire Gabor. The rising 
\ oung firm now realizes that what went 
wrong was not the fault of the blonde 



Hungarian beauty, but rather 



in a 



wrong first approach to TV program- 
ing. Rayco's top advertising brass. 



president Joseph Weiss, and sales and 
merchandising manager, Julius Rudo- 
miner, can smile about it, even though 
it was far from funny at the time. 

Now, with its eye on eventual net- 
work telecasting, Rayco has firmly es- 
tablished radio and video as integral 
portions of any future Rayco ad plans. 
Already spending about a third of an 
$800,000 ad budget on the air, pri- 
marily in local-level radio and TV spot 
campaigns, Rayco intends to make 
broadcasting's share even larger when 
it begins to expand into big-time TV 
programing, backstopped with spot ra- 
dio campaigns. The storm which it 
weathered in New York City with its 
first large-scale "experiment" has given 
the firm confidence in the medium, as 



well as the nuich-desired working ior- 
nmla to apply nationall) . either via net- 
work TV or in market-by-market ex- 
pansions. 

Strange as it may seem toda) . in 
view of what happened, the Eva Gabor 
Show looked like a wonderful "pilot" 
TV programing operation when the 
Rossman agency, then Rayco's ad 
counsel, had first presented it to the 
seat cover firm late last year. 

True, Rayco was a firm that had 
grown so fast it hardly had time to 
catch its adveitising breath. It had 
been a broadcast advertiser only since 
1947, a year after its founding, with 
no clear-cut approach. But, the idea 
of teaming a flayco sales pitch with 
(Please turn to page 76) 





Iliiw lo blend filni-coniiiierci 



Harry Wayne McMahan. executive 
producer of Five Sfar Productions, 
Hollywood, is responsible for charf 
and information shown on fhese pages 



Take two or more of tlic five filiii-coiiime 
mix tlieiii per Harry j^Ieillaliaii's formula. You'll save pi 



BIRD'S-EYE VIEW Of MAJOR FILM TECHNIQUES 



TECHNIQUE 



CARTOON: As fhe chart (righf) indicates, cartoon 
breaks down into four subdivisions, ranging from costly 
full animation lo inexpensive (and ineffective) "comic 
strip" techniques. Top advantage of cartoon is to gain 
in*erest, so in a commercial where techniques are com- 
bined, cartoon is best to open the spot. S.O.S. Scouring 
Pads, on "Show of Shows," have proved this with the 
"Magic Bunny" series which open with cartoon, then go 
to live action to demonstrate the product. Where budgets 



are limited, grow" cartoon, at a fraction of the cost of 
full animation, is a good "opener." Trademark characters 
can "come to life" in cartoon with greatest fluidity. 
Again, in the case of S.O.S., the "Magic Bunny" which 
started as a TV commercial device In 1952 will be featured 
on the package Itself. The product, be It can or car, can 
be "personaliied" in cartoon. Exaggeration and fantasy 
are a cinch with this technique. Finally, nothing surpasses 
cartoon for jingles; It males them tops for long life. 



i CARTOON 



m 



LIVE ACTION: There are two types of live action: nar- 
rative (off-screen voice) and dialogue (sync sound). New 
Yorl TV has used far too much tall-tall-tall by actor and 
announcers, both live and film, to get the greatest good 
from its commercials. (Editor's note: in Harry McMahan's 
Opinion.) Live action, narrative style. Is mandatory 'or 
demonstration of the product, for setting the exposition 
into a "selling" situation, for anything requiring human- 
Irterest factors, and for appetite appeal in a food prod- 



STOP MOTION: Photographed in Intricate frame-by- 
framo movements (24 per second) Stop Motion ha; won- 
d'ous uses. Lucky Strike's marching cigarets — an idea 
stolen from Muratti cigarets In Europe — proved this tech- 
nique for personaliiing the product. Scotch Tape used 
Stop Motion to personaliie and demonstrate uses. Pills- 
bury used it for exaggeration, with "floating pancakes" 
to intensify the copy line that "light, light pancakes are 
hfiel ' Mechanical action, where frame-by-frame demon- 



PUPPETS: In this category fall the best and the worst 
of commercials. Unless it is a "Howdy Doody" or "Kukia, 
Fran, i OIlie" — whore "personality" is the dominant fac- 
tor — string marionettes and hand puppets are a disgrace 
to the industry. Thoy detract from rather than add to the 
product values. Quito another thing are the George Pal 
t/po of puppets, first introduced in commercials in Hol- 
land long before he came here to do "Puppotoons." 
These, a succession of heads and bodies in progressive 



uct. Dialogue live action Is best only when a "personal- 
ity" is involved, when an actor has a testimonial type of 
comment, or where a ley copy line is involved. Personal- 
ities of the caliber of Arthur Godfrey, Art Linlletter, 
Betty Furness, and Kate Smith obviously require sync 
sound, but the common run of announcers are a detriment 
to the commercial and should be used strictly off-screen, 
heard but never seen. New Yorl is gradually crawling 
out of its radio diapers and deftly learning this lesson. 



stratlon of a product is useful, also finds an advantage in 
Slop Motion. Balancing the attention-getting and long- 
lasting appeal of Stop Motion Is its high cost, made nec- 
essary by the time-consuming effort which goes into pro- 
ducing each frame. Lucky Strike has been able to adapt 
the Stop Motion technique first used for its commercials 
into a striking introduction for its TV "Hit Parade," 
suggesting the possibility that Stop Motion footage made 
for film commercials can later be used to good advantage. 



action positions, are shot by a Stop Motion technique, 
becoming virtually a third-dimensional cartoon. Peter 
Paul Candy has proved their merit for singing jingles, 
and Heini currently is using this technique to bring to 
life the "Aristocrat Tomato" trademark character. In the 
Pfil technique, the "dolls" are expensive, but this is 
readily amortiied over a series, bringing the cost far 
under cartoon. The Helm series, for instance, was de- 
livered for less than $1,500 each, commissionable. 



^ LIVE I 
^ ACTION 



4 STOP 
^ MOTION 



i PUPPET^" 



PHOTO ANIMATION: Hero Is the low-cost technique 
th<»t can "balance the budget" on any film announcement. 
Utilljing the principles of cartoon animation and stop 
(T.otion, It takes still photographs and titles and makes 
tK<>m graphic. The stills can be retouched to show the 
p oduct to greater advantage, and a succession of photo- 
graphs can be used to ochlevo actual animation. Dickies' 
V/orl Clothes, for initance, used this technique to show 
a mt>n bowling against a sketch background, and also to 



demonstrate the washablllty of the pants as they animate 
in and out of a tub. Knapp-Monarch Appliances utiliied 
this method to show various raw products coming into a 
mixer and dissolving out as finished articles. Photo Ani- 
mation is also useful in showing a "catalog" of products, 
for inexpensive special announcements, and for signatures 
on any announcement. At least three producers now are 
actively exploring further possibilities of this low-budget, 
rewarding and what promises to be well used technique. 
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ciinipes 

iiicfiics below; 

i'icf and money 

i 
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^pm* // is the contention of Five Star Productions, a leading Holly- 
1 ^ tvood producer of film commercials, {Coca-Cola, Ford, Sun- 
kist, PJiilco dealers) that TV selling has suffered from a lack 
of variety. To get commercials with full impact at low cost. Five Star 
believes two or more of the basic fdm techniques [cartoon, live action, 
stop motion, etc.) should be blended in a single commercial. The chart 
and commentary on these pages are Five Star's contribution to the art 
of blending film techniques. Note the column headed "Best Position.'^ 
It is the key to proper blending because it tells where in the commercial 
each technique can best be used, sponsok presents Five Star's formula 
in compact form here so that it can be posted for ready reference. 

■ 

i 


iCHNIQUE 

Vdivisions 


AVERAGE COST 

(Per Second) 


EXPECTED LIFE 

(Per Market) 


BEST POSITION 

(In "Blended Spot") 


BEST ADVANTAGES At 
USES OF TECHNIQUE 












CARTOON; 


iril Animation 


$60 




20 or more times 


Opening 


To Gain Interest 


mited Action 


$30 




10 or more times 


Center 


For Trademark Character 


Srow Cartoon" 


$15 


5 or more times 


Opening 


Personalizing Product 
Exaggeration, Fantasy 
Singing Jingles 


^omic Strip 


$ 8 




2 or more times 


Not Recommended 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiliiiiiiiiiiiiiiiiiiiiiii^ 

iLirruriTC vr 

ff-Screen Voice 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 
$40 


liiiiiiiiiiiiiiliiiiiiiiiiiiiiiiir 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiililiH^ 
10 or more times 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^^ 
Center 


Jiiiiiiiiiliillilllilliliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 
LIVE ACTION; (Narrative) 
Demonstration 
Exposition 
Human Interest 


und or 
>ialogue" 


$50 

'iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 


iiliiiiilliiiiiiiiiiiiilliiiii' 


2 or more times 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin^ 


Key Line, 
Climax, or 

Testimonial Only 

'iniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiip^^ 


Mppenre Appeal 

(Sound) 
"Personality" Commercials 
1 csrimoniais 
Key Copy Line 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiii^^ 
STOP MOTION: 


[ 


$30 




8 or more times 


Center 


i^ciiiuiiji Id llUll 

Exaggeration 
Mechanical Action 
Personalizing Product 


jiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin^ 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiniiiiiiiiiiiiiiiiiiii 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii: 


iiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin^ 


riiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin^^ 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim 

PUPPETS: 


ime-by-Frame 
Lhnique 


$40 




15 or more times 


Opening 


Trademark Characters 
Singing Jingles 


•ing 


$ 6 


2 or more times 


Not Recommended 




nnd 


$ 6 


4 or more times 


Not Recommended 




iiiiiiiiiiiiitiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiliiiiiiiiiiiiiiiiiiiii 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiiiiiiiiiiiiiiiiiiiiiiii 




liiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 


iiiiiiiiiiiiiiiiiiimnimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 


PHOTO ANIMATION: 




$15 

1 




5 or more times 


Center 

End Signatures 


Special Announcements 
Retouching Products 
Demonstrating Intangibles 
Signatures 
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Harry Wayne McMahan. executive 
producer of Five Star Productions, 
Hollywood, is responsible for chart 
and Information shown on these pages 



How l;o lileiid filni-commerc 
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Take two or moro of tlie five filiii-eouiiii|r< 
mix tlieiii per Harry ]>li*3la]iaii'.s formula. Yoii'II save |ti 



BIRD'S-EYE VIEW OP MAJOR FILM TECHNIQUES 



TECHNIQI 



CARTOON: As the chart (right) indicates, cartoon 
breaks down into four subdivisions, ranging from costly 
full animation to inexpensive (and ineffective) "comic 
strip" techniques. Top advantage of cartoon is to gain 
interest, so in a commercial where techniques are com- 
bined, cartoon is best to open the spot. S.O.S. Scouring 
Pads, on "Show of Shows," have proved this with the 
"Magic Bunny" series which open with cartoon, then go 
to live action to demonstrate the product. Where budgets 



are limited, "grow" cartoon, at a fraction of the cost of 
full animation, is a good "opener." Trademark characters 
can "come to life" in cartoon with greatest fluidity. 
Again, in the case of S.O.S., the "Magic Bunny" which 
started as a TV commercial device in 1952 will be featured 
on the package itself. The product, be it can or car, can 
be "personalized" in cartoon. Exaggeration and fantasy 
are a cinch with this technique. Finally, nothing surpasses 
cartoon for jingles; It makes them tops for long life. 



i CARTO 



liiil: . :{i 



LIVE ACTION: There are two types of live action; nar- 
rative (off-screen voice) and dialogue (sync sound). New 
York TV has used far too much talk-talk-talk by actor and 
announcers, both live and film, to get the greatest good 
from its commercials. (Editor's note: in Harry McMahan's 
opinion.) Live action, narrative style, is mandatory 'or 
demonstration of the product, for setting the exposition 
into a "selling" situation, for anything requiring human- 
irterest factors, and for appetite appeal in a food prod- 



uct. Dialogue live action is best only when a "personal- 
ity" is involved, when an actor has a testimonial type of 
comment, or where a key copy line is involved. Personal- 
ities of the caliber of Arthur Godfrey, Art Linkletter, 
Betty Furness, and Kate Smith obviously require sync 
sound, but the common run of announcers are a detriment 
to the commercial and should be used strictly off-screen, 
heard but never seen. New York is gradually crawling 
out of its radio diapers and deftly learning this lesson. 



inn I'"' 



STOP MOTION: Photographed in intricate frame-by- 
frame movements (24 per second) Stop Motion has won- 
drous uses. Lucky Strike's marching cigarets — an idea 
stolen from Muratti cigarets in Europe — proved this tech- 
nique for personalizing the product. Scotch Tape used 
Stop Motion to personalize and demonstrate uses. Pills- 
bury used it for exaggeration, with "floating pancakes" 
to Intensify the copy line that "light, light pancakes are 
here!" Mechanical action, where frame-by-frame demon- 



stration of a product is useful, also finds an advantage in 
Stop Motion. Balancing the attention-getting and long- 
lasting appeal of Stop Motion is its high cost, made nec- 
essary by the time-consuming effort which goes into pro- 
ducing each frame. Lucky Strike has been able to adapt 
the Stop Motion technique first used for its commercials 
into a striking introduction for its TV "Hit Parade," 
suggesting the possibility that Stop Motion footage made 
for rim commercials can later be used to good advantage. 



PUPPETS: In this category fall the best and the worst 
of commercials. Unless it is a "Howdy Doody" or "Kukia, 
Fran, & Oliie" — whore "personality" is the dominant fac- 
tor — string marionettes and hand puppets are a disgrace 
to the industry. They detract from rather than add to the 
product values. Quite another thing are the George Pal 
typo of puppets, first introduced in commercials in Hol- 
land long before he came here to do "Puppetoons." 
These, a succession of heads and bodies in progressive 



action positions, are shot by a Stop Motion technique, 
becoming virtually a third-dimensional cartoon. Peter 
Paul Candy has proved their merit for singing jingles, 
and Heini currently is using this technique to bring to 
life the "Aristocrat Tomato" trademark character. In the 
Pei\ technique, the "dolls" are expensive, but this is 
readily amortized over a series, bringing the cost far 
under cartoon. The Heinz series, for instance, was de- 
livered for less than $1,500 each, commisslonable. 



PHOTO ANIMATION: Here is the low-cost technique 
that can "balance the budget" on any film announcement. 
Util izing tho principles of cartoon animation and stop 
rriotion, i) takes still photographs and titles and makes 
thorn graphic. Tho stills can bo retouched to show the 
p.oduct to greater advantage, and a succession of photo- 
graphs can bo used to achieve actual animation. Dickies' 
Work Clothes, for instance, used this technique to show 
a man bowling against a sketch background, and also to 



demonstrate the washablllty of the pants as they animate 
in and out of a tub. Knapp-Monarch Appliances utilized 
this method to show various raw products coming into a 
mixer and dissolving out as finished articles. Photo Ani- 
mation is also useful in showing a "catalog" of products, 
for inexpensive special announcements, and for signatures 
on any announcement. At least three producers now are 
actively exploring further possibilities of this low-budget, 
rewarding and what promises to be well used technique. 
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Mp^kA h is the contention of Five Star Productions, a leading Holly- 
I V wood producer of film commercials, (Coca-Cola, ford, Sun- 
kist, Philco dealers) that TV selling has suffered from a lack 
of variety. To get commercials with full impact at low cost. Five Star 
believes two or more of tJie basic [dm techniques (cartoon, live action, 
stop motion, etc.) sJiould be blended in a single commercial. The chart 
and commentary on these pages are Five Star's contribution to the art 
of blending [dm techniques. Note the column headed "Best Position." 
It is the key to proper blending because it tells where in the commercial 
each technique can best be used. SPONSOi{ presents Five Star's formula 
in compact form here so that it can be posted for ready reference. 
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AVERAGE COST 


EXPECTED LIFE 


BEST POSITION 


BEST ADVANTAGES A» 
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(Per Market) 
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CARTOON: 


II Animation 


$60 


20 or more tir 


nes 


Opening 




To Cain Interest 


inited Action 


$30 


10 or more tir 


nes 


Center 


For Trademark Character 


irow Cartoon" 


$15 


5 or more tir 


lies 


Opening 


Personalizing Product 
Exaggeration, Fantasy 
Singing jingles 


OmiC drrip 




2 or more tir 


nes 


Not Recom 


mended 
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irrative or 

l^-'Screen Voice 


$40 


10 or more tin 


nes 


Center 




LIVE ACTION: (Narrative) 

Demonstration 

Exposition 

Human Interest 


ind or 


$50 


2 or more tin 


les 


Key Line, 




Appetite Appeal 
(Sound) 


lologue 
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iiiiiiiiiiiniii'i 


Climax, or 

Testimonia 

'iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 


1 Only 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 1 


"Personality" Commercials 

Testimonials 

Key Copy Line 
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STOP MOTION: 

Demonstration 




$30 


8 or more times 


Center 




Exaggeration 














Mechanical Action 
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5 or more tim 


es 


Center 




Special Announcements 
Retouching Products 










End Signatures 


Demonstrating Intangibles 














Signatures 



t prepared by Harry Wayne McMahan, "Five Star Productions," Hollywood, for SPONSOR. 




hfi ISO It i'Oiti:.>iA> 



Looking back as little as 12 months 
ago. it is most ai)i)arent tliat something: 
dramatic has iiappencd to the qualit} 
of filni-made-for-television. The meta- 
morjjliosis was a gradual one, to he 
sin e, and has not \ et hecii completely 
elTected in all instances, of course. But 
generally speaking, T\' films today look 
fine on TV. And this, brethren, was 
not the usual run of events as many in- 
dividuals and many thousands of feet 
of fdm <-an te»-tify. 

I can remember the Inn ror of facing 
the fac t that the first seven Croucho 
Marx shows were "in the can" when 
v\ e discovered the jirognim didn't come 
over very clearly. Faces, even in me- 
dium long shots, dissolved into the 
background and on close-U])s great 



white flares often ajjjjeared where we 
had exjjected to see interesting visages. 

The next several weeks re.-ulted in 
frantic experimentation with backdrops 
of all kinds and coh)rs, while lighting 
of every conceivable variety was tried 
so that this one rather static program 
could become as clear as live television 
and impossible to differentiate from 
same. This hit-and-miss method was 
necessar) , mind you, despite the inten- 
sive ministrations of experts from net- 
work. Hollywood, and agency alike. 

I know that others by the score faced 
this same dilemma whether they were 
filming a 20-second chainbreak or a 
half-hour drama. Film, in jiiain lan- 
guage, was coming out jjoorly and 
iJ'Icose tarn to page 701 




peview 



SPONSOR Reynolds Metals Company 
AGENCY: Buchanan & Company, N. Y. 
PROGRAM: "Kate Smith Evening Hour," 
NBC-TV 

On a rcci iil kale Smilli Evening Hour I 
«as ticatcd to onr of llic most tedious coin- 
iiicrcial epics e\er filmed. I'ackcd into tuo 
minutes (that -ceined more like t\\o liours) 
\vas ihe greatest eoiuljinatiou of piifferj-, 
niaiiiifacturers' Indlyache, and slieer trivia 
that it's heeji my plea^un? to witness. 

riii- spot (inserted ahniptly in tht! show 
without >■() niii(h a^- a send-off Ijy Kate as 
she iiratefully ihd for liahO, for o\anil)lel 
niifiht Well ser\c as a case in point of what 
not to do. Starting; with a leufjthy look at 
the Hi y Molds trademark which eonsists df a 
knight in arnior astride a hor--e (a modern eon- 
I (itieept \et!i it ihi-ii wi-nt into an awkward 
alniosi niati h i|is-(dM' then into a real knipht 
ni real armor on a real horse. Ilm! I'roni 
this cleM-r touch we (jalloix-d across the fact 
llial HeynohK' rompetit ion has ki'pt ahinii- 
innn prices down, fully illustrated with ani- 
mated uraph plus [)ietures of ilie factory, 
ipiii k euts of airplanes, iraiiis. fnil-w rap, 
windtpw sash( s. putter-, etc. 

We ended our Utile journey through Key 
nolilv-land with, voii niiessi-d it. the fjny on 
his hops,- apain, fr.Muiun as dull a pi(-ci- of 
eop\ ys W, s(-,-ii since | reei ived the I 'ni- 
\ers;)| \iiil I ill ( .drporation's annual report 



to its stockholders. ( on know — that Rey- 
nolds aluminum foil for wrapping looked in- 
teresting wish they'd let Kate talk about it 
some niglit and show what it does!) 



review 



SPONSOR. Gillette Safety Razor Co. 
AGI'NCY: Maxon, Inc., New York 
PROGRAM. Announcements 

The most leeeut Gillette film INe seen is 
ail animated epic that gives me paiisi! to won- 
der. The story told («r more jjroperly. 
drawn) is of a gent who drops hjc razor to 
the bathroom floor, even as yon or I. The 
resulting damage to the gadget gives cause 
to a lengthy discussion, all animated, inind 
yon. regarding the precision involved in the 
making of hoth razor and hlade and how 
you'd better get a new one if you've droppeil 
} ours. 

To iiie (a gent who recently swiK-hed to a 
(Gillette razor as repoited a few issues hack) 
this is throwing doubt on the durability of 
the implement and makes „„■ think of the 
problems inherent iu it s(„„etliing I'd rath- 
er not know about. I'm sure this negative 
apjiroaeh wa* not taken lightly; in fact, I'll 
wag(-r a bit of bullion thai it eaiiie from a 
survey which showed that great many (iil- 
letie razois in use were not giving the best 
service. From this came the conclusion that 



there's real potential switching users who 
own damaged Cillettes to new ones. 

The animation is good except for the lip 
sync and perhaps the fact that a story 
such as Gillette is attempting to convey 
might be belter told realistically. 



review 



SPONSOR: Kaiser-Frazer Corp. 
AGENCY: William H. Weintraub, 
Dearborn, Mich. 

PROGRAM: One-minute anncmts. 

I doubt whether I've ever seen a more 
adroit combination of animation and live 
action shooting. This trim little automobile 
(the Henry J) is made to look just as smart 
and roomy on the road as it is in the careful- 
ly and realistically drawn sequences. By in- 
terlacing live sequences with animated, a 
wonderful feeling of pace and interest is 
maintained throughout the announcement. 

We see the car rolling in against a West- 
ern (drawn) background, while animated 
figures leer out of it and tell of its virtues, 
sometimes in song, sometimes in spoken copy, 
but there is always enough real-car-on-road 
to keep us ever mindful of the fact that we 
are talking about a real automobile with all 
the solid features that go to make for good 
motoring. 

Car copy is liard to do well — and very hard 
to make stand out. Both have been achieved 
for the Henry J. The commercial was pro- 
duced by John Sutherland. Inc. 



QQI review 



SPONSOR. Clorox Chemical Company 
AGENCY: Honig-Cooper Company, 

San Francisco 
PROGRAM: "Jessie DeBoth's TV Note- 
booh," WJZ-TV 

Jessie's Tl \otebook, which lakes its name 
from this very savvy lady's syndicated cook- 
ing column ill newspapers, came forth with 
a live commereial the other day that not only 
wowed yours truly but (more important!) 
also floored the six damsels that were view- 
ing it with me. To prove that Clorox ac- 
tually does its job, Jessie smeared coffee, 
Iiriine juice, orange juice, and blackberry 
jam on a white linen napkin right in front 
of the camera. 

The boriified comments of the gals who 
were watching alongside of me attested to 
the daring of this feat. Jessie then dunked 
the messy cloth into a bowl of Clorox and 
went on with her cooking. Shortly after, she 
returned to the bowl, took out the napkin, 
and by Gawdge, it was as spotless as the 
space-ads say it'll be. All of which goes to 
prove that T\ , utilized as .Miss DeBoth did 
it simply, dramatically, and convincingly— 
demonstrates with action and sells by dem- 
onstralion. 
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Of all of Mr. Webster's definitions of equipment, we 

like the following: 

e-quip'ment: the mental or temperamental 
traits and resources which 
equip a person. 

Certainly we have the physical equipment for making 
fine television commercials in our studios (and we'll 
have an interesting story to tell about some of this 
latet) but the physical equipment represents only the 
tools of the trade. 



We sell personnel. We sell experienced personnel. 
We sell advertising personnel. 

From the creative beginning through complete pro- 
duction, our key people are specialists in visual sell- 
ing. That's why Sarra television commercials are eye 
and pocketbook openers! 




NEW YORK— 200 E. 56fh Street 
CHICAGO — 16 E. Ontario Street 1 



SpeciaWsts in Y\$ua\ SeWmg 



PHOTOGRAPHIC ILLUSTRATIONS • MOTION PICTURES • SOUND SLIDE FILMS • TELEVISION COMMERCIALS 



The sig^n 
o'T grood 
television 



When this symbol shines out from a 
television screen, it identifies, for viewers 
and advertisers alike, the network where 
they're most likely to find what they're 
looking for: 

. . .where 6 of television's 10 most popular 
shows* are broadcast 

...where average ratings are higher than 
on any other network* 

...where television's solid-success package 
programs come from . . . shows like Mama, 
Toast of the Town, Studio One, Suspense, 
Burns & Allen, Talent Scouts 

. . .where the new hits will keep coming from: 
I Love Lucy, Frank Sinatra, Corliss Archer, 
See It Now, An Aftair of State, Out There, 
My Friend Irma 

...where 59 national advertisers ... including 
15 of America's 20 biggest . . . are profitably 
doing business today.** 

"This is the CBS Television Network" 



Trendcx TV Program Popularity Hcport October 1-7 



NATIONAL MAGAZINE 



ICE CREAM (in winter) 



^FO^^()K: ( urtis Fublislinii: (.o. \(,E.\CY: BBDO 

CAI'Sl I K C\-E III.-TORV: The Saturday E\ening Post 
had a national lead story oj particular interest to families 
in South Jersey. Curtis' plan: to quickly bring the arti- 
cle to listeners in that area. Three days and five announce- 
ments for y^~0 accomplished this surge: Sales increase 
for the entire Philadelphia-South Jersey area was 20%: 
dealer sales in South Jersey was up 3()()'f and repeat 
orders from dealers ranged as high as 1.500'! in in- 
creased sales. 



WKDN. Caniil.-n. \. J. 



l'K()(;H.\ \l : Annoiiiuenifiits 



SPONSOR: Ziegenfelder Ice Cream Co. AGENCY: Direct 

(:\PSl LE CASE HISTORY: Sponsor's problem : to in- 
crease ice cream sales during the winter months. Ziegen- 
felder decided the proper approach would be 15 announce- 
ments weekly. By the end of February, sales were up 
10 1' 'c over the same month last year. In March the same 
schedule was designed to hold at least 60% of the new 
increase. Despite extremely bitter-cold weather the satu- 
ration campaign held 71% of the increase realized in 
February. Cost: about $112 weekly. 

WTRF, Bellaire, 0. PROGRAM: Announcements 



EASTER HAMS 



I 



RADIO 
ULTS 



SPONSOR: Ohio Provision Co. 



AGENCY': Gerst, Sylvester & 
Walsh 




COMBINATION RANGES 



CAPSri.E CASE IIISTOR^ : Ohio Provision shared costs 
with lyjW on an Easter ham campaign involving point- 
of-sale hangers, showcase streamers, etc. The Easter ham 
message u-as duplicated on Ohio's 15-minute morning news 
show ($36 j)cr program). This is Ohio president Alex 
McCrae's report: ham sales up 20 to 25% during the 
Easter period; highest Easter sales in the company's 60- 
year history resulting in an unprecedented sell-out. 

WJW, Cleveland PROGRAM: News With MacDonald 



NON-GK.ARE EYEGLASSES 



SPONSOR: Kings, Inc. AGENCY: Direct 

CAPSl LE CASE HISTORY: // fire-minute weather sum- 
mary provides an ideal sales vehicle for Kings because of 
the high listener interest in weather reports in this rural 
area. Recently, Kings devoted a single five-minute show 
to Kalamazoo combination ranges. Quick response sold 
four ranges within four hours; two soon after for a com- 
bined .SI, 9(11) gross. The neather program, only atlvertis- 
ing medium used, costs $4.65 ])er show. 

\M)E\ . Walcrl.urv. \ I. PROGRAM: Weather Snminar\ 



SPONSOR: National Optics Co. AGENCY: Huber Hoge 

CAPSULE CASE HISTORY: National Optics st-arted ivith 
three announcements weekly ($90) on the early-morning 
Ralpli Story Show". The ofjer: Rayex night driving glasses 
at $1.9(! each, plus postage. Second week sales totalled 
341 orders: the sixth week pulled 459. In NationaTs 
seventh week of campaigning the account had run 34 an- 
nouncements and received a total of 2.104 orders for a 
sales gross amounting to $4,165.92. 

KNX. Los An-;elcs PROGRAM: Ralph Story Show 



PLANT NURSERY 



M'()\^()l!: \,illry NiirM-ry \(,\:\(:\: Dirc.i 

( \PSI I.E C\sE III^TOI!^ : The nur.sery switched from 
neu spapers to radio, but maintained the same $25 month- 
ly budgft. Initial difficulty: nursery is 10 miles out of 
ton n and most of the one-minute aiuumncement n as de- 
toted to tinveUing directions. \ evertheless, first three 
nnnounrrmrnts brought more business than a year of 
neu-spaper ads. Third-day air announcement brought u ell 
over ?>U() snb's, earh averaging from $2 to .$15. 



KOPP. f)Kd.n, l iah 



PR()(»RAM : i\nnoniiccments 



TELEVISION SETS 



SPONSOR: Television Center AGENCY: Clark Associates 

( \PSl LE C\SE HISTORY: This dealer took on a line 
of Phdharmonic receivers never previously sold in Grand 
Rapids, lifty announcements in one week were scheduled 
to introduce the sets, but irorld Series commitments inter- 
fered. Instead, the announcements were scattered over a 
]0-day period. Post-campaign tally: the store's complete 
inventory of 22 sets, representing a cash value of $5,000, 
were sold. Ad costs: $9 per announcement. 

WORD, Grand Rapids, Mich. PROGRAM: Announcements 



**At this raiSo, we could carry 
38 minutes of commercials per hour." 

Yes, if radio worked on the same basis as many newspapers, 
64% of air time would be commercials! 

Maybe that's another reason why people spend 66% more time 
with radio than with newspapers in the WAVE area! 

WAVE, however, works on about a 10% ratio, and still 
gives you 1000 one-mimite, Class- A impressions for only 57c! 

Facts above are from scientific, authoritative survey jMt jH^k ^|kJ||v HPH 

made by Dr. Raymond A. Kemper (head of the ^hHu^v ^H^k ^HflF 

Psychological Services Center, Unwersity of Louisville) ^^^^^^V ^B^lk ^^^F ^^^^ 

in WAVE area, July, 1951. Copy on request. J^^^Hk HH 

5000 WATTS • NBC • LOUISVILLE 

Free & Peters, Inc., Exclusive National Representatives 
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ATE every autumn, our Board of Directors meets to adjudge the 
past year's performance of every man in our organization — to decide 
who, if anybody, has earned the right to be called The Colonel of the 
Year. The resulting award, "for services over and above the call of 
duty", has come to be regarded as the highest honor any of us can 
achieve. . . . 

Even though this or any other year's Coloriel of the Year may be located 
thousands of miles from your city, you may easily have helped elect 
him. He may very well have won his award partly on the strength of 
some job he did for you, even though you two may have never met, 
never discussed your problems face-to-face, nor given or received any 

personal recognition for a job well done Because all of us Colonels, 

in all seven of our offices, are mutually dependent on each other, and 
work as a team on any problem that requires any sort of coopera- 
tive effort. 

Thus, to you as well as to us, our Colonel of the Year citation is a 
significant incident. It is not given as a substitute for spendable rewards, 
but we believe that it is as important to our Colonels as are the Profit- 
Share Plan and the cash bonuses that also provide very tangible 
measures of our efforts and achievements, here in this pioneer group 
of station representatives. 






5TER 



Pioneer Radio and Television Station Representai 

Since i^^2 



NllW YORK 



CHICAGO 



DETROIT 



ATLANTA 



FT. WOR' 



I 





DLLYWOOD 



SAN FRANCISCO 



EAST, SOUTHEAST 




Boston-Springfield 


WBZ-WBZA 


Buffalo 


WGR 


Philadelphia 


KYW 


Pittsburgh 


KDKA 


Syracuse 


WFBL 


• • « • • 

Charleston, S. C. 


» « • 

wcsc 


Columbia, S. C. 


WIS 


Norfolk 


WGH 


Raleigh-Durham 


WPTF 


Roanoke 


WDBJ 


MIDWEST, SOUTHWEST 




Des Moines 


WHO 


Davenport 


woe 


Duluth-Superior 


WDSM 


Fargo 


WDAY 


Fort Wayne 


wowo 


Kansas City 


KMBC-KFRM 


Louisville 


WAVE 


MinneapoHs-St. Paul 


WTCN 


Omaha 


KFAB 


Peoria 


WMBD 


St. Louis 


KSD 


Beaumont 


KFDM 


Corpus Christi 


KRIS 


Ft. Worth-Dallas 


WBAP 


Houston 


KXYZ 


San Antonio 


KTSA 


MOUNTAIN AND WEST 




Boise 


KDSH 


Denver 


KVOD 


Honolulu-Hilo 


KGMB-KHBC 


Portland, Ore. 


KEX 


Seattle 


KIRO 



it 

i 





How fan new car tleuU'rs bt*sl use rwrfio riiifi TV to 
build vomniunUtf reUtiions us iceff us sell cars and 
u If i o iiio i i re sev vice? 



Partner 

Joseph Candy j Smifh & Gandy, Ford Dealers 
Seattle, Washington 




Mr. Liebschutz 



Tlio 

pic'kcMl paiiol 
jiiiswor.s 
Ml*, fviiiifly 

Mr. Caiiciv, by 
liis (]uo#tion, in- 
(liciilcs tiiiit 
rocognizos an o[)- 
|)ortiiiiity to build 
roniiiuiiiit) rola- 
lioiis wilb radio 
a 11 (I r \ 11 s e. 
I'raiiklv tlial's rc- 
frcsliiiig. Far too 
lUiK-li omphasis is 
on diroct sales, as 
one liirii> from station to station, and 
in in\ <)|)ini()n very rcnl ()[)|)ortunitics 
ar(' slidrd. 

1 tliiiik. a> far as now < ar dealers are 
fonc(>rne(l. tbat llifir opportiniilN in ra- 
dio ;nid T\ i< to create interest, be of 
belp witl) iiifornuilion and bnilcl trust. 
I'roper usage will bring jjrospects to 
■salesmen, and . . . 

I tliink salesmen do tli(> selling . . . 
(bat's tbeir job. 

When an ndverlisfT lii'l|is witb in- 
formation and biiibU trust, lies <-er- 
tainU bettering bi- oomnnniilN rela- 
tions and new ear dealers are in a \ei y 
enviable |)osition to create sueb inler- 

(x-t. 

I oda\ aniomobiles are essential in 
e\er\ M'U^e of tbc word. \W do liave 
an innnediat<> and \<m\ personal inter- 
cut in ibe faniilv <ar. We'll trn^^t tin- 
dealer wlio lielps US get the mo'^t out 
(if onr invc^lnienl more readilv tban 
tbat di'aler wbo e(mtinnall\ teases with 
tile opporlnnit\ to rein\e'-t. 

1 here are man\ things tbat new <'ar 
dealer> can tell n^ , . . when and uliat 
to do about j)ret»aring for cold weatli<>r 



driving, and warm; how to gel the 
most out of onr cars . . . out of tires, 
and gas. and oil, and jilugs, and bat- 
teries, etc.; what dealers do about lo- 
cal driv ing and safety problems, how 
the s<-bools are helping with driver 
training programs, bow we can help; 
(u] infiniluin. 

1 Ixdieve in new car dealer [)rogram- 
ing that sells the dealer. It can be in- 
teresting and informational. It uill 
build trust. It will belter community 
relations. It uill deliver prospects to 
salesmen. 

l*rospe<"ts who are not only "in the 
nrarkel."" but prospects pr(>-sold on the 
most imjiorlanl faitor . . . where to 
buy. 

lllCNUY LlKBSc.ttl TZ 
/'rcsideiil 

Advertising: Inc. of Washington 
U ashington, D. C. 



For a practical 
ansv\(>r to lliis 
question, the au- 
loniobile dealer 
can take a tip 



fr 



oni 



the 



neat 



lasolinc 



•oinp 



Mr. Byerly 



nies who are cul- 
tivating the same 
ppoj)l(> and do- 
ing a dramatical- 



ly successful job 
of it priniarilv ibrongh local sfiorts 
and news broadcasts. 

Hadio gives tlie mass coverage that 
parallels tbe family jterccntage of an- 
toni<d)ilc ovvnersbi|). In addition, ra- 
dio reaches car-owners when ibev are 
most ( ar-niinde<I while tbev are driv- 
ing. Sports and innvscasts sele<'t the 
male; aiidi<>nc<> the advcrtisc^r maiidy 
wishes to reach. 



Building community relations should 
be an integral part of all advertising. 
By devoting some commercial time pe- 
riodically to plugs for civie and chari- 
table causes, any advertiser can inte- 
grate himself in eommunily life, win 
influential friends, and also do a lot 
of good. The local radio station — 
prime-mover in hundreds of commu- 
nity campaigns — can be an invaluable 
aid in doing this. 

Keith S. Byerly 
General Sales Manager 
WET, Charlotte, N. C. 




Mr. Wolfington 



We new car 
dealers, acting at 
the level of our 
national associa- 
tion, recently 
concluded nation- 
wide research tO' 
find out sj>ecifi- 
cally what people 
across the coun- 
try think of auto- 
mobile dealers. 
One very revealing fact brought forth 
w-as that the majority of people trust 
'"their automobile dealer." 

W'ell, I know tbat good business 
practices build trust and that most au- 
tomobile, dealers operate at high ethi- 
cal standards, so it must be a matter 
of telling people how you oj)erate that 
starts the satisfied-customer cycle. 

Radio and TV are just about the jier- 
f« t niedium for telling jjeople how yoir 
operate . . . selling yourself, in the 
same pla<e that your manufacturer 
sells product. 

New <-ar flcalers have much more 
than product to sell. They sell service 
and iiiaint(>nance. tbev assure essential 
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mobility and ihey are iinportaiil eco- 
nomically to the community . . . sup- 
porting local projects, providing local 
employment, paying local taxes, and 
purchasing locally. 

We new ear dealers expect the fac- 
tory to do a bajig-up job of selling 
product, but we ourselves must sell our- 
selves. Station salesmen and program 
personnel can help us. They can help 
us integrate our promotions into the 
broad related programs of both our 
manufacturer and our national asso- 
ciation. They eaji help us build the 
type of programing best suited to our 
individual needs, help us select the 
best time to broadcast and keep us 
scheduling programs continually. 

I might add that most of us in the 
automobile business know less about 
promoting ourselves than selling auto- 
mobiles. Conversely radio and TV men 
may be in the same plight. In that 
event, I'm in a position to know that 
the National Automobile Dealers As- 
sociation in Washington will gladly 
provide material to help them help us. 
J. Eustace Wolfington 
Chairman, Public Rel. Committee 
National Automobile Dealers Assn. 
Washington, D. C. 



t People who sell 
services need to 
inspire confi- 
dence. Confi- 
dence generates 
loyalty. Loyalty 
plus good service 
keeps people 
coming back. 
Razzle - dazzle 
Mr. Brent whoop-dc-do en- 

tertainment may 
catch the eye or the ear, but no asso- 
ciation-breeding confidence results. In 
my experience, most car dealers lean 
toward service features in radio. This 
is not particularly true in TV however 
where entertainment — variety shows, 
old movies — seem to be most in de- 
mand. Citing several radio ease his- 
tories: Mercury Dealers used WBBM's 
Jim Conway Show in the early morn- 
ing in Chicago to sell sei*viee as w^ell 
as new and used ears. So the theme 
of their show was — service: lime sig- 
nals; weather reports; tips on driving. 
John Harrington's 5:15 p.m. news 
sponsored by the Ford Dealers of Chi- 
cago — at an hour when the Outer 
Drive was jannned with honiebonnd 
{Please turn to page 82) 



A QUARTER-CENTURY 

of FARM BROADCASTING 



jBI "Listener loyally" is the phrase most appli- 
cable to Pioneer Station WGY's 25 years 
of farm broadcasting. 
During this period of WGY's 29-year 
history, the 603,660 rural radio families, 
in addition to the thousands of cil\ -ilwellcrs 
who have gardens in the 17th Slate*, 
have relied on W GY's farm broadcasts for 
valuable advice and information. 

WGV is writing history every day with its farm 
programming; adding more remote broadcasts to the 
600 already conducted; receiving more mail to add 
to the staggering 1,000,000 pieces already received; 
and visiting farms and 17lh Stale farmers to gather 
material for more transcribed broadcasts. 
WGY's first farm broadcast was ""The I'arm Paper 
of the Air," which has ""gone to press" 80()() times 
since November, 1926. (This Spring the last 
15 minutes of '"The Farm Paper of the Air" wa> 
opened commercially). Soon after this inaugural 
farm broadcast, "The Farm Forum," a public service 
program heard every Friday evening at 8:30 P.M., 
and featuring leaders in agriculture, industry and 
government, was started. Hoth these programs have 
since become a cornerstone of \V GY progrannning. 

*The population of the W^GY area exceeds the popula- 
tion of 32 states. 




Typical of WGY's listener loyalty is this crowd which watched a Farm 
Paper of the Air broadcast from the station's Farm Broadcasting Exhibit 
Booth at one of New York State's county fairs this summer. 

THE CAPITAL OF THE 17th STATE 



A GENERAL ELECTRIC STATION Represented Naiionally by NBC Spot Sales 
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PEOPLE sell bett^ 




NBC RADIO, POWERFUL AT BIRTH... 



Network radio began 25 yeav^ ago this month with 
formation of the National Broadcasting Company. In its f 
years NBC attracted many advertisers because of the nov( 
and ghimor of the new medium, but these advertisers sta; 
and increased their investment in NBC because they disc 
ered our simple truism: People sell better than paper. 

In the last 25 years NBC has become the voice of the grt 
est names of this industrial era. Names like Cities Servic( 
continuous advertiser for the full 25 years; General Foods i 
General Mills. NBC clients for 24 consecutive years; Firestc 
beginning its 24th consecutive year this month. 

We have no finer salestalk than this list of current N 




...IS NOW THE MOST-HEARD VOICE ON EARTH 



idvertisers, all of whom have used the network continuously 

I 

for 10 years or more: 



American Tobacco Co. 
\he Bell Telephone System 
tolgate-Palmolive-Peet Co. 

i. I. du Pont de Nemours and Co., Inc. 

•Craft Foods Co. 
1 

!.ever Brothers Co. 
.ewis-Howe Co. 

iggett & Myers Tobacco Co., Inc. 
Miles Laboratories Inc. 



The Procter and Gamble Co. 

The Pure Oil Co. 

R. J. Reynolds Tobacco Co. 

Skelly Oil Co. 

Standard Oil of California 

Sterling Drug Inc. 

Sun Oil Co. 

Whitehall Pharmacol Co. 



Yes, for 25 years people have been selling better than 
paper on NBC. 



NBC Radio Network 

a service of Radio Corporation of America 




This SPONSOR deportment features capsuled reports of 
broadcast advertising significance culled from all seg- 
ments of the Industry. Contributions are welcomed. 



Stiiu'vtttarhrt's rxcttittij pitches htiild slore trtifnc 

need pleiilv of know liow lo in- 
\ ;hI(' the Mi|i("i iiuii kct l\v\(\. \ii(l lo he 
alilc tn open 15 nrw siipci iiui i keli? in 
l<'-> lliaii 1.1 amidol a UaA f>f na- 

tional iliain •^toiC'- -^liow-^ lop >a\\\. 

One man who accoiiiplislied all \h'\< 
\^ J. \. Mlieitpon. owiKM-niaiiagcr of 
\ll)eii>on's l"()()(] Conlers in \\ a-^liinj:- 
toii. Oretron. ami Iclalio. His fnrc-iglit 
and a ft■^\ pet ideas, (jnc nf lliein ra- 
dio, nniliiicd lliis amazing giowtli. 

'■\\ 0 nse radio to create exejlenu^nl. 
eiil]iu>iasm for ever\ store event, savs 
Alliertson. '"To eieate a low-jiriee im- 
pression, we use only Iwo items in eacli 
anni innc I'menl. TIk-sp are items that 
can ])e \isnaliz(Nl ])\ llie lisicMier like 
Wiitei melons, strawberries, pies, cakes, 
elc. ^ on can't ])iclure a can of toma- 
toes as a llirillin<i baigain luil \ou can 
gel (piile excited over a spectacular \ al- 
uc in sli aw liei ries and -lioi lcake fm- 
diniici' loniglil. 

I I s lliiv slani on radio lhal lias 
])ro\e(l so -ncccs~fiil. Mherlson s|)en(ls 
np to ]'i of sales on advertising: ra- 
dio, ino^llv amionn( cincnts. gels at 
least .")(!' ^ of llic advcilising hndsicl. 
But all ad\ I I living is carcfulK' inle- 
gralcd. 

Hadio annonnceniciits on K I DO. 
lioi-c. miLdil tell ahont a Pirate l)a\ 
I rea-iiie llnnl. foi inslantc. willi news- 
papcr^ caiixing tlie >ainc sloi\. The 
I'iratc l)j\ works tlii-- wa\. \ I'ii ite 
lahcl on an\ item in the sloie nieai:s 
thai item is free. Il s indicative of \l- 
l)ci|soiis inerchandi-ing knack. So. 
loo. is llu- iiK lease in st()r(< traffic foi- 
these (-\enls. 

Mlierlsfiii - ideas don'l enil there. 
On the siihjcrt of shopping impnlsps. 
he sa\s: "We recognized long ago thai 
lif)i|scw i\ c^ don t < onie into gioeei v 
slorcs with shopping lists ;is ihev did 
20 ^ca|s ago. I he maj(n il\ of pm-- 
<has(s ;if(- iinpnjse pnichascs. Hadio 
has helped lo siiiiiidale im|)idse Inning. 
W'c help \)\ making onr commercials 
somid tempting and then we hnild onr 



Albertson's 15 supermarkets rely on AM's pull 

dis|)la\s to look just as a|ipetizing as 
the conmiercials sounded. ' 

The personal touch is also impoi lanl. 
To make the almospliere of an .Mhert- 
soii Food (]enler as friendly as possi- 
ble is the joh of Albeilsou' s Go I isil- 
hig on KIDO. A stafl announeer calls 
on housewives with a tape reeordei ; 
discusses topics of general connnnuily 
inlei-est. In appreciation, the women 
|iarticipa nts are olTered a eake hakcd 
in \lh(^rls(m's Dutch Girl hakeries. 
Then, if she has an yMberlson .s sales 
slip not o\(M a weeiv old, she's given a 
similar amount in free groceries. 'I he 
progiam is aired daih and. like \lhert- 
>on's other ideas, it has paifl ofT. * * * 

iittlu pvotmttiou iiiat'lis fiTSJ. 
call Idler, locatioti switch 

Dill l-dwards. KWT. L. \.. general 
manager. Ton\ Moc. sales promotion 
manager, and their crew heralded the 
station's call letters and transmiller lo- 
cation s\\it<|i (formerlv KTSl,! |)lus 
impiovcd facilities with tins gala pio- 
motion which kick(>d ofT 2o Octolxa': 
sjx'cial salutes to "new" KWT h\ CB.'s 
taleni on their icgidar piograms: 27.- 
()()() poinl-of-purcliase displa\ |)ieces 
distrilmted through j)rincipal KWT 
adveitisers; traileit\pe announcements 
on KW'I with Man Voung. Ihirns <Sv 
\llen. \nios "n Andy and Sle\ e Allen. 
\lso. 300 hillhoards for the greater Los 
\ngeles area and 11 eoiiseciilive da\s 

rs ★ ★ ★ 



Kudio cfiiii|iff if/ii tips sales 
-100% for insurance firm 

"One of the bright days in my dis- 
tri< t s history was the day when a 
W ."s'i K sales repre.senlati\ e, Al Gillen, 
walked into our Farm Bureau Insur- 
ance ofRce and proposed radio as a 
means of getting our sales story across 
to listeners in the <-eutral New York 
area."' 

The speaker expressing satisfaction 
is Jose|)li IMulrooney. the farm bureau's 
Syracuse district manager. And the 
reason for his satisfaction is the in- 
roads made by the Farm Bureau Mu- 
tual Insurance Company of Columbus, 
Ohio, in markets usually dominated by 
older, famous-name firms. 

In 104!!. the Syracuse region started 
testing air advertising. A cooperative 
advertising campaign in which every 
agent ])articipated. Mulual's test includ- 
ed two shows: World Today, an eve- 
ning news roundun, four times weekly, 
plus an early-morning farm program 
featuring Deacon Doubleday. 

This first eampaigu resulted in an 
average gain of 400% in sales between 
July 10-io and the present. By 6 Sep- 
tember of 1948, there was an over-all 
increase in the amiual quota of 
101.3%. Further breakdowns show 




of ads in sc\ en L. \. new 



spape 



Upstate air pitches help Syracuse Farm Bureau 

these upsurges: life insurance, 112%; 
auto. 7o..5'( : aeeidenl and health. 
V,G.9' i : workmen's compensation, 
103.0';; miscellaneous casualty, 
11 1.7'; : and property fire. 112. 1'r. 

j\ow, to maintain their steady sales 
growth, the farm bureau has increased 
its radio advertising. Aimouncemcnts 
are scheduled on Deacon Doubledav's 
RID Time (Monday through Satur- 
dav. .5:00 to 7:00 a.m.), and an early 
evening program. Ernie Cuno's \civs. 
J'icic.s and Clue.s from the JForld of 
Sporls. 

Newsj)a|)cr ads. letters to agents and 
pi-omotional picc(>s all kee]) the farm 
bureau's radio activities before the 
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public. In addition, campaigning on 
other upstate New York stations 
(WAGE, Syracuse; WOSC, Fulton; 
WMBO, Auburn; WHCl,, llliaca; 
WIBX, Utica; WKRT, Cortland, and 
WNBF, Binghamtoii) heightens tiu' air 
coverage. 

And, despite the fact that Farm Bu- 
reau Insurance operates in only 12 
states and the District of Columbia, it 
is gaining on national insurance firms. 

★ ★ ★ 



PersoHitl "brciiiffs" for khls 
spur TV tvcsteru\s stiies 

Two more cowboys have been added 
to the ranks of Western heroes galli- 
vanting across the nation's video 
screens. Named "The Wrangler" and 
"Blackie," they're a commercial suc- 



Ailrertisoiiient 




Blackie, Wrangler lasso fans on WBNS-TV show 

cess on Western Roundup, a WBNS- 
TV show seen Monday through Friday 
from 4:30 to 6:00 p.m. 

Among the recent and current par- 
ticipating advertisers attracted to the 
stanza are Ward Baking, Chuckles can- 
dy, Kayne boys' wear, Borden's instant 
chocolate, Clark's Teaberry gum, Sun- 
Filled orange juice. Ma Brown pre- 
serves, and American Flyer trains. 

Western Roundup^s format: Every 
day youngsters gather around the 
Chuck Wagon of this Columbus, Ohio, 
presentation while "The Wrangler" and 
"Blackie" entertain with cowboy rope 
tricks, campfire yarns and the show's 
highlight — the drawing of exclusive, 
personal "brands" for youngsters view- 
ing the show. 

This approach is pulling in over 
1,000 letters weekly from the young- 
sters—either those applying for a per- 
sonal "brand" or kids who've complet- 
ed "achievement" cards (good liealth 
habits and conduct) and are now eligi- 
ble for a personal "brand." It's an 
idea that has heightened product rec- 
ognition, and increased sales for par- 
ticipating firms. ★ ★ ★ 

(Please turn lo page 72) 



THENEEDLE! 

Mc. Vice Pres. Gen'l Mgr. 
Associated Program Service 15! W. 46th, N. Y. 19 



October — 1951 . . . broke new sub- 
scriber records at APS. We have been 
busy shipping brand new APS libraries 
. . . small ones and large ones ... to 
stations across the nation. In addition 
to a flock of new subscribers for those 
unprecedented APS Specialized libra- 
ries at 1-yr-low-prices, we've shipped an 
unusually large number of full basic 
APS libraries to stations anxious to 
have 5-year rate protection. We now 
have a backlog, and it's unlikely that 
we can deliver additional libraries be- 
fore Jan. 1. 



Current issue of APS subscriber 
bulletin "The Needle" (this col- 
umn's mama) covers advertising 
techniques that work in January. 
A relatively few items hit vol- 
ume peaks during the first month ; 
it's important to be able to spot 
them. Sample copy of "The 
Needle" on request. 



Flight million dollars — almost double 
last year's figure — reported set aside by 
Westinghouse for last-quarter promo- 
tion and advertising push. See your 
local dealer, not only in this line, either. 
All appliance lines are planning jumho 
promotions to clear stocks, which are 
180% of '47-'49 levels . . . Check your 
new car dealers too. They're facing a 
price boost due to new excise taxes. 
Ditto lots of retail lines. It's going to 
take advertising and plenty of it to 
overcome consumer resistance. 



NEW AND DIFFERENT: Paste 
these facts in your corporate 
checkbook and note them in the 
margins as you write your 1952 
budgets: 1) You no longer have 
to spend money for library serv- 
ice. 2) If you only need a part 
of a library, that's aU you have to 
pay for. 3) Many stations have 
cut library costs as much as $1200 
in a single year by switching to 
APS. 4) If you write a monthly 
rental check bigger than $125, 
chances are you are paying more 
than necessary. 5) The only li- 



brary available today that went 
forward in 1951 is APS. Let's go 
forward together in '52. 



Are tliere two meanings to ti program 
rating? Tiinebuyers' talk recently has 
it tliat way. Some listeners tune to a 
station just for albday background, for 
tiie feeling that "there's someone in 
the house with me." Tliis, some say, is 
an audience less likely to concentrate 
and respond lo advertising messages 
than the second type -folks wlio tune 
to a program because they want to hear 
it. They're ol)viously a responsive audi- 
ence. Wliich kind do you have? How 
do you turn "casual" listeners into at- 
tentive ones? Is a low-rated service 
program with an attentive audience a 
better advertising buy than the audi- 
ence to a flock of phonograph records? 



Making your own musical com- 
mercials is easy, when you use 
APS. Here's why: 1) Our vocal- 
ists, without exception, are out- 
standing for clarity and diction. 
They don't swallow words. 2) 
Many of our releases are selected 
with this secondary use in mind. 
3) Several APS artjsts have dis- 
tinguished themselves in the com- 
mercial field. 

How to do it? Easy. Listen to 
a dozen recent selections by the 
Satisfiers, Guy Mitchell, Evelyn 
Knight — to name just a few. Pick 
out the stanzas that make good 
lead-ins. You'll find that some of 
them are startling in their appli- 
cability to the very advertising 
problem you want to solve. Try 
cueing a few of these to live tags. 
Suddenly you'll realize that you 
have the biggest commercial li- 
brary in existence — right under 
your very nose. 

, It's this kind of double value 
that makes so many broadcasters 
feel that they get more than just 
a library when they install APS. 
They buy service and help, too — 
the kind of thinking that just 
isn't a part of any other service. 

To quote: "It's the first time a 
n\usic library ever showed us how 
to sell a news program. Thanks a 
niillion!" 
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the truth 

about radio listening 
in New York 



■ ■ ■ 



One of the most tlirashed-out topics of conversa H 
these davs is the uhimate effect of TV on our hvlne: lialiB 
. . . and, specifically, on radio listening. W^e should lik 
toss a small honihshell into this speculation. It ca 
wrapped in figures that hid fair to explode all the ther 
on the overpowering effect of television on radio. 



10 



RADIO SETS-IN-USE ARE NOW 23.1% (.Tanu 
Scptciidx r 1931) coinj)ar('d ^\ith 21.8'^( in the last pre. p 
Near (Januar) -Deceiuher 1918)* — in the nation's mm 
one market where b(f,c of all families own TV sets! 



INCREASES IN RATINGS AND SHARE 
AUDIENCE are .shown \n all the independents, on 
sanu' comparatiN e hasis as ahoA e, \\ hile all netA\ork stati 
sli()N\ decreases. 



I 



*Soiir»**", I*ult4<> of Now ^ ork 
At-lloiiic l.ihtf-ninR 
6 a.m. to Midnij?lil, Moniht> 



I 



6 BUT STILL MORE INCENDIARY is the Hst*Miing 
irof Blair -represeii tea W NEW . In 19 18, W NEW had ail 
Jige rating of 2.3 and a 9.2% share of tlie audience. Tluis 
tl 1951, WNEWs average quarter-hour rating is 2.5 
iishare of the audience 10.9%. WNEW is up in rating, 
e and rank compared with the last pre -TV year. 

J For September alone, W NEW chalked up a 2.7 
^ge rating, with 12.3% of the audience. This rating 
W'^NEW in second position among all New York 

pus. 

I 

I THE FUSE BURNS CLOSER when you consider 
I^W 's oiit-of-honie audience — which is merely number 
(.every day of the week. W NEW averages a fifth of 
jjt-of-home listeners, which in August 1951 included 



three out of every ten people dailv in the nietro])olitail 
area ... an increase of 11% over August 1950 and 30% 
over August 19 19. This liapp) situation increases \\ NEW's 
audience by 32% ! 

It is obvious, tlien, that radio listening is here to 
stay despite television . . . and in the case of W NEW 
growing, too. We have specifically cited the case of \\ N I^W 
which we have represented for 13 years — actually, it is 
typical of many otlier Blair-represented stations through- 
out the United States where smart local progrannning has 
more tiian held the line against TV. If ) on want to put 
some fireworks into your media plans, call your .lolin lilair 
man today. He'll show you exactly which is the most 
powerful medium — and the most reasonable jnediuni — 
to sell }our product in the markets most important to _> ou. 



ilair & Coin|>any specializes in radio represoiilalion exclusively. Since we arc 
IT reniove<l from anv oilier operation or function, we are aide to gi\e the stations 
esenl onr full time and our full efforts ... as specialists in selling via spot radio. 

JOHN BLAIR & COMPANY 



Representative for 13 years of 



New York's Favorite Station for 
\Iiisie and News 21 llom s a Dav 
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ON YOUR DIAL 




MR. SPONSOR 




. . . MEETS FRIENDS 

These are but a few of the many 
hundreds of Central New York 
youngsters who turned out to 
greet BOB EHLE, the WHEN 
"Singing Story Teller" at a re- 
cent public appearance. 
The smiling gentleman in the 
picture is a satisfied Bob Ehle 
sponsor. 

"THE BUNKHOUSE" is Central 
New York's most popular gath- 
ering place, every day from 5:00 
to 6:00. 



TO YOUR NEAREST 
KATZ AGENCY MAN 
AND PUT BOB EHLE 
TO WORK FOR YOU ! 



WHEN 




TELEVISION 

tsuAcm 

t,^\ 



CBS • ABC • DUMONT 

OWNED BY THE 

MEREDITH PUBLISHING CO. 




ageiMijf prof fie 



Jcfiiie.s iff. Cecil 

President, Cecil & Presbrey 



If \uu ie a -.ulj.scrilitT lo the "piclures tlon'l lie" philosophy, you're 
duo for a hit of a s-hock when you ineel Jim Cecil. In person, his 
warm smile and friendly manner belie the rather auslere countenance 
jiiclurtHl above- He has good reason to smile warmly and frequently; 
Cecil & Presbrey. of which he is president, billed over 815,000,000 
in ad\(rtising last \ear. More than 5()'f of the hillings went into 
radio and television. 

Jim had the good fortune, shortly after graduating from Tlampden- 
Svdnov college, to land a reporter's job on the Richmond Times- 
Dispalcli under the editorial guidance of Douglas S. Freeman. In 
1910. the more lucrative field ut publicity beckoned. 

Fi\ c \ears later. Jim and his brother. John, formed the Cecil Ad- 
\crtising yVgcncv in Riclnnond. y\s the agency grew. ofTiccs were 
opened in fjaltimore and New ^ ork. Accounts such as Maxwell 
H(juse < ofTee and Planters peanuts kei>t the growing agency hopping. 
The tail began to wag the dog and Jim found it necessary to take 
o\(>r the Xcw \ ork office. 

Paul Warwick and Hcnr\ Leglcr joined the agency in P>)2(). In 
P).'W Jim bought out his partu(>rs and merged with Charles Presbrey. 

Although the agency boasts a large complement of ""old-timers," 
\outhful ideas are plentiful- riie airwaves have be<>n used heavily 
to sell a staggering amount of merchandise for P)lo(^k Drug (Anun-i- 
dent), Hyniart (Tintair). I^cn er Brothers (l\a)ve Home Permanent), 
Philij) Vlorris eigarellcs lda\tiine radio shows), and Union Pharma- 
ceutical (Inhiston), among others. Their handling of The Cunard 
Steani-Shi]) Company and 1.I5.M. accounts have not only added sub- 
stantial!) to the ag<>ncy's billings, hut have won Cecil & Presbrey a 
fine i)a<'kage of |)rcsligc. 

W h(Mi asked about tb(> re<cnt m(;rger of the agencv's radio and 
T\ d(>i)artmcnts, Jim Cecil exj)hiined. "It's a ])erfectlv logical move. 
Radio know-how is a good starter in the TV field. Besides, the men 
in lh(^ radio (h^pai tmenl uantcd to get into the new medium. May be 
they fell slighlh insecure^: at any rate, we're consolidating the oper- 
ations lo prnniil a gnviler d(^grc(> of interchangeabilit\ and to form 
a wider jxx)! ol \(Msililc men lo service our accounts. 

■■ I lie CN idence is i)\ crw helming." Jim savs. "'that a good TV pro- 
gram has tremendous iin])acl. Nevertheless. T\ doesn'l \et give the 
uecessarN co\eragc and nnisl be sui)i)lementC(l with radio." 

\nd speaking of w ide con erage, Jim's four < hildrcn range from 
six months to .i") vear-^ of age- The ekle.-t son. named after bis father, 
is in (be Men handising-Ueseareh dei)arlment of Cecil & Presbrey. 
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Thousands of brand new eyes 
can see your product on WSB-TV 

This report is directed to time buyers and others responsible 
for producing sales. A vast and entirely new audience in the 
South has been opened up by WSB-TV. On September 30 WSB-TV 
began telecasting over Channel 2 with 50 kw. radiated power 
from the 1062-foot tower. Response was immediate — and terrific. 
From the Carolinas, Alabama, Florida, Tennessee and deep 
South Georgia excited reception reports are being verified. 
Distributors are shipping thousands of sets. Since all characteristics 
of these powerful facilities are not yet known we temper our 
enthusiasm. Suffice to say at this time — WSB-TV today offers you 
the biggest dollar's worth in Southern television history. 



Affiliated with The Athmta 
Journal - Constitution. Rep- 
resented by Edw. Petry Co. 




Atlanta, Georgia 
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PUBLIC UTILITIES 

U.ontinued from page 33,1 

|)ul)li( -relations oullel lor private pow- 
er firiiK. The Niagara lliid-on I'ower 
(^im|iaii\ of 15iifIalo. for one. had spon- 
sored a weekly lialf-lioiir "jjrestige" 
in the i:ast from 1930 to 1931. 

iiiit. it wa> not until the formation 
of the KI(Htrie Companies Achortis- 
ing Program in 1939 that private pow- 
er < onipanies hegan to tell their stor\ 
nationalK . Lo<'al power firms, most of 
whom had little knowledge of how to 
use hroadcast advertisin". then had 



something upon which to model similar 
local air eflorts. 

"When the ECAP was founded,'' an 
odicial of X. W. Aver, ad counsel for 
the group, recalled for SP(»N?o|{, "we 
definitely had network broadcasting on 
the agenda. We only waited until we 
had the money, meanwhile using spaee 
in magazines nationally and h(d|)ing 
our mcnd)Crs with advice on lo(al ra- 
dio camj>aigns." 

^^'hen the time came for E(",AI' to 
use radio, it started off with a "'pres- 
tige"' vehicle. 'Ihi** can l»c atlrihuted 




-about WIBW and the KANSAS FARM MARKET 

9 1 — The American Farmer is today's best sales prospect. 

# 2 — His income is already 17*^ above last year.* 

9 3 — The Kansas farmer's living standards ore for above the national overage; his 
needs and expenditures greater. 

# 4 — He lives in an orca with only 4A''< TV ownership** and is dependent on rad:o. 

• 5 — His listening habits are fixed. Every year since 1937, he has told independent 

interviewers that the station he prefers above all others is WIBW.** 

• 6 — That's why WIBW is the greatest single mass-selling medium in Kansas. Let 

us "talk turkey" about your products to America's top prospects. You'll get 
REAL RESULTS. 



USDA— Sept '51 



Kansas Ralio Audience 
Studios 1937 to 1951 



Serving and Selling 

"THE MAGIC CIRCLE' 

Rep.": Copper Publications, Int. • BEN lUDY,Gen. Mgr.- WIBW • KCKN 




to the fact that most of its unpaid man- 
agement committee had had little expe- 
rience with broadcast advertising. 

EC.\P's first effort took the form of 
a critically-acrlaimed news show. Re- 
port to the A'ation, on CBS in 1943. It 
began in July of that year, running un- 
til July of the following year in the 
Tuesda\ 9:30 to 10:00 p.m. slot. The 
amiiiel costs of the show were about 
S3.5().000 for time and about SIOO.OOO 
for talent. 

At that time, a nationwide survey 
made for ECvVP by the Opinion Re- 
search Corporation showed that 57'Tf 
of tlie public were in favor of govern- 
ment oj)cration of their hjcal power 
company. Only of the public fa- 

vored ])rivate enterprise, and the rest 
had no definite opinion. 

This was what ECAP had to fight 
against, as well as press and public 
criticism that rates were too high, that 
electric companies made loo much 
piofil. The majority of the public also 
felt that electric companie- did little in 
the way of participating in conmiunitv 
affairs. 

Whh the aid of \. W. Ayer. whicli 
has had plenty of public utility PR 
training through handling the Bell Tel- 
ei)hone account, there began an eight- 
year period during which both ECAP 
and the public learned a lot. 

In 1944, X. W. Ayer began to prove 
to ECAP that the proper ad approach 
in radio was not necessarily one that 
had solely a '"prestige ' angle and plen- 
ty of red earjjeting. ECAP members 
O.K.'d a switch in programs to the 
more-expensive Electric Hour tvith A e/- 
son E(ld}\ which, if still on the prestige 
side, was more to the public's taste. 
From an efficiency standpoint. Aver 
showed f"]C;\P firms that the program's 
3.9 Hooper 1914 average proved it to 
be rea<diiug an average weekly audi- 
ence of 1.9.53,000 radio homes. Week- 
l\ time and talent cost was about S17.- 
910. That meant that the cost-jier-thou- 
sand in listeners was $3.67. considera- 
bly belter than the 1943 costs. 

Since 1944, ECAP has gone shoj)- 
ping U)Y programs, more and more, 
on a strictly commcr<-ial basis. Agen- 
cy and clieiU group periodically exam- 
ine cost-per-llionsand and ratings, in 
order to rea< h as many people as possi- 
ble \ ra their air budget: and ihev 
make public-opinion studies to check 
tlu- results. 

Fiom Report to the Xntion (191-3) 
and \el.soii Eddy (lOl l-'lf)). the 52- 
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From ZENITH for YOU! 



Cobra-Matic 
Record Player plays 
all record sizes. ..all 
speeds,10to85RPM 
ONLY ZENITH 
HAS THIS! 





© IN ONE ISSUE OF ColUer's 



The largest national ad 
in TV-Radio history • • • 
appearing November 28 

page after colorful page in Life, 
Look, Time, Saturday Evening Post, 
Ladies' Home Journal and others! 






It's Zenith's history-making CHRISTMAS SALES DRIVE , , . 
and here's YOUR share! Giant 46-PIECE CHRISTMAS WIN- 
DOW . . . Zenith's biggest ever. Colorful SANTA CLAUS 
TOY GIVE-AWAY ... the smartest traffic-builder of all 
time. 8-PAGE CHRISTMAS GIFT CATALOG in color for you 
to maiL Plus Counter Pieces, FREE LOCAL ADVERTISING of 
your store, tie-in ads for YOU to run. And every phase is 
perfectly timed to produce TEN TIMES the impact of ordi- 
nary Christmas campaigns. It's your promise of HISTORY- 
MAKING Christmas sales. Sign up with your Zenith Man novti 



ZENITH RADIO CORPORATION • Chicago 39, Illinois V 




•U)NC DISTANCE* RADIO 

and TELEVISION 




-J 
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So dorft maketi mpve until /ou investigate bur cbyecagde Ye^, 
KSL-TV's coverage area is truly the pockettiook of the booming- 
Salt Lake City market. 56 pet cent of all Utah retail sales or* 
made in this ar^a with 46 per cent of them in metropolitan Salt 
Lake City aloncP. 

To get your share of these sales ... use KSL-TV 

SAIT lAKE CITY. UTAH • «t>«MINnD lY KIEVKION JfOT JAIK • CIS • AIC • DUWpNT 
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week air campaigns of ECAP on CHS 
radio ha\e progressed toward greater 
popularity, l^aler programs have in- 
cluded: The Hour of Charm (1946), 
IVoody Herman I 1947). Frankie Carle 
(194P,I Electric Theatre with Helen 
Hayes (191.'!-"49) on up to Corliss 
Archer from the end of 1949 to the 
|)resent. It's a long way from the pres- 
tige-type news show of 1943 to the 
present bouuc), situation-comedy an- 
tics of Corliss Archer, a kind of fe- 
male Henry Aldrich. 

In terms of pure adxerlising efficien- 
cy, Corliss Archer for ECAP has 
jjroved to be a sound buy. As contrast- 
] ed to iXelson Eddy. Corliss has gathered 
; an average weekly audience of radio 
homes that is more than twice as large 
— as much as 4.518,000 homes. Aver- 
! age ^fielsen ratings for 19-51 ha\e been 
! slightly more than 10.0. The show costs 
not much more than the 1944 musical 
show, has a tinie-and-talent charge to 
ECAP of about «;ia.700 each week 
(about 66*^, of the over-all budget). 
This means a cost-per-thousand-listen- 
ers of about Si. 66. 

Now. what about results from this 
I increased efficiency ? 

Judge for yourself from the latest 
continuing study of nationwide reac- 
tion made b) the Opinion Research 
Corporation, and contrast it with the 
19t3 figures. The 1951 ORC study in- 
dicates that sentiment for goxeniment 
ownership of electric companies is de- 
clining steadily. The figures show that 
only 37% of the jjublic favors some 
kind of government ownership of utili- 
ties, while 53% favor private business. 

ECAP can't take all the credit for 
changing the 1943 picture, of course. 
However, the persistent, ) ear-'roniid 
plugging of the group and the N. \V. 
A\er agency can take a low bow. Typi- 
<'al of the comments from member com- 
panies theniscb es is the statenient made 
recently by Henry B. Sargent, president 
of the Central Arizona Light & Power 
Com])any. Said he: "1 feel that ECAP 
is (hie a considerable part of the ciedit 
for the excellent attitude toward pri- 
vate power in our service area.'' 

ECAP achieves its results on the air 
with simple, logical messages repeated 
o\cr and o\er again. These messages 
are a teamwork effort. ECAP's "copy 
group " — ad managers of participating 
companies — ^Icnd their combined brains 
and ideas to the national PR commer- 
cials in the Corliss Archer radio nel- 
woik sicrics. and to a magazine ad >e- 
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MORE AUDIENCE 

WROW beats Station X 
(the only other Network 
affiliate in Albany) by 640 
families according to 
BMB. 

WROW shows a BMB of 
10% or better in 14 coun- 
ties . i . 2 more than 
Station X. 



LOWER COST 

WROW has a lower cost 
per 1000 families than 
any other station in Al- 
bany. 

WROW has lower rates 
than any other Network 
affiliate in the Capital 
District. 



PROMOTION 

WROW's promotion story 
could not possibly be told 
in this small space! 

For the complete story, 
contact: 

The Boiling Company 



FIRST ottyour dial with MUSIC, NEWS and SPORTS 



590 on voiii tlial 

5,000 w.„s 

exdiisive 

MUTUAL 

oiiilci loi ihc 
Ca])ilal Disiiicl 



WROW 



lar 



folded 
. . just 



lies. This results in coiiiineicials like 
the one tolh)\\iiig whieh \sas heard on 
tlie 7 Octoher show: 
ML\'<IC: -iiockahve I'.ahA" or 
hillal)v. 

ir()\J,i\: [ gently \ "With 
hands . . . whik' e\elitls sink . 
for a moment of Stalin think . . .' 
l\ \CI\: ^ es . . . state-run nurseries 
in the So\ iet Zone of (jermany are 
using that lullah) these da\s--under 
orders from their So\ iet commis- 
sars! \o\\. there's a prett\ terrif\- 
ing example of how an all-powerful 
soNernnient controls the li\es of its 



people from the cradle on! Per- 
haps \ou're thinking: "It can never 
happen liere." Well, it ii on't happen 
here ... as long as you recognize 
the signs of danger. 

For example — ever\ hody w ants 
the government to have certain con- 
trols and powers — especially in times 
of emergency. W e' re e\en willing to 
gi\ e up some of onr rights and free- 
doms temporarily in order to go all- 
out for national defense. But, some 
people would take advantage of the 
emergenc\ . The) would ha\'e the 
SON ernment take over more and 




You can'f cover Indiana's #2 
market from another state. 

Our rates are local and include 
complete merchandising distri- 
bution and promotion assistance. 

We serve 400,000 loyal listen- 
ers in Negro, rural, industrial, 
and four nationality groups. 

Only the Gary Sales Plan sells 
Indiana's second market. 

Call us without obligation. 

Gen. Mgr.-WWCA 



VWCA 

Goiy Indiana's 
No. 2 Market 



50 kw 




Chicago's 

Radio 

Monster 



more of the nation's hasic ser\'ices 
and industries — for keeps! The rail- 
roads, for examj)le — the doctors, the 
husiness-managed electric light and 
power companies! That would he a 
dangerous step toward socialism. 
W hene\ er go\'ernment. mo\ ing step 
bv step, takes o\'er enough ser\'ices 
or industries, you have socialism au- 
tomatically. 

of the husiness-managed, tax- 
paying electric light and power com- 
panies belie\ e that most Americans 
recognize the danger. Most Ameri- 
cans know that go\ernment owner- 
ship of business and industry^ can 
lead straight to socialism . . . and 
they know' that under socialism, the 
go\ ernment finally takes over e\'erv- 
thing. including people's freedom! 
These national commercials are sup- 
plemented by local cut-in announce- 
ments in 90 markets. 



"The presenlation of information con- 
cerning; atoniie cncrg.v is one of the most 
important challenges confronting Amer- 
ican hroaflcasters toda.v. No one has a 
greater opportunity to perform that 
pnhlie service than the radio news edi- 
tor.*"* 

WAYNE COY 
Chairman. FCC 



By scientifically measuring the pub- 
lic's attitude toward their business, 
ECAP has gathered vital data about 
the direction their radio commercials 
and magazine ads should take. In oth- 
er words, whene\'er ECAP finds a new 
question of pu])lic opinion regarding a 
particular phase of pri\'ate utilities, the 
answer is given quickly in the form 
of public-relations advertising. 

If left alone, these "areas of misin- 
formation " could snowball into a siza- 
ble public sentiment against pri\'ate 
ownership of power conqianies. Im'cu- 
tually, this could lead to discriminatory 
legislation and further harassment of 
private power firms by pulilic power 
agencies. Hut the year- round radio 
campaign, back-stopped by periodic 
space campaigns in general and farm 
magazines to explain in more detail the 
ideas eon\'eyed on the air, continually 
enhan<-cs the industry's over-all public 
relations. 

The I'^leetric Companies Ad\ertising 
Program, then, is virtually a model of 
how to run a successful, hard-hitting 
advertising campaign that is designed 
primarilv to do an institutional, public- 
relations job for a group of local firms. 



64 



SPONSOR 



the lowest cost 



per- thousand 



in the fabulous Houston market 

■ Network station B's cost-per-thousand 
is S2% HIGHER than KPRC 

■ Network station C's cost-per-thousand 
is 142^ HIGHER than KPRC 



If you want to present your sales story to a constantly increasing 
Gulf Coast audience, and make it a buying audience, 
ask your Petry man ... or call us. 




A-6-51 
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Onet upon a lim* |h*j'« 
WDi e tint* buyar who 
wOntad ts rinch taie s 

end CBih In on d«y<?iM* 
ipdt psrticipsrmn ihewi. 
H* faund Ihot h* 
uiid XOTV'i sflarnsen 
lli«wi, LMkin' ot Cask In', 
and MaHna* Sh^y^tavt,. ■ • 
n ■ ■ ■ 1 ■ . hfi arm gfwir 
bng*r end h* mchid tnts 
83j(X» TV homti wHh ab 
campaHHan f/qnt ^^har TV 
■lafoni. That'i nef ell, hli 
arm r*ei:h«d TmtD tht but 

rmtmrVt. NBC, ABC CASj 
■find DUMONT. Y«, Ihii 
Uma Bu^r li prot/d of hJi 
tgng rl^St erm. 



FIRST 
IN 

TULSA. 




CAMfPON TtLEVItlOlf, INC 



ll>i iiirlliods arc iilread) l)riiigiiig fa- 
\oial)lo iiilraniural reaction from ^uch 
largr iiidii^iiy group? as: the Ameri- 
can Iron 1^ Sleel Iiislilule. the Associa- 
lion of Anicriean Railroads, the Amer- 
ican Trucking AsstK'iations. the Ameri- 
can Medical ^Association and others. 

The ])ui)lic relations chief of a large 
indnstrv association reconth wrote to 
I-XAP: 

"In eonnnon with others who helieve 
in the competitive system, we are obli- 
gated to F.CAP for the job it is doing 
on hehalf of all business firms." 

With Sl.OOO.OOO given over to 
broadcast advertising, the I'XAP ad 
campaigns arc a clear examjjle of how 
radio can do an efTe<'ti\e. low-cost job 
of pidilic relations as well as ])roduct 
selling. 



★ ★ ★ 



RYBUTOL 

{Continued jioin page .31) 

(low displays to retail druggists. The 
trade estimates \ (]A is now spending 
well over S3(X).()()0 for newspaper ad- 
vertising. Hetween 11 September and 
4 October, for example, in Chicago, it 
bought 22.800 newspaper lines, besides 
distributing 2.000 banners to drug 
stores carrying the legend: "Headquar- 
ters for Rybutol Free Purchase Plan." 

\s a result of all this promotional 
hoopla. Rvbutol now claims to be \o. 
I in the R-(^()mplex vitamin field. The 
drug trade itself concedes that Rybu- 
tol is a national comer, which has fo- 
iused consumer inlcrest in vitamins. 
y\ccording to I)iu{^ T opics. sale^. of vit- 
amin concentrates in the nation s drug 
stores have been on a gradual increase, 
rising from SS 15,()00jK)O in Vm, to 

.«;ri,'i;^.ooo.oo() in ly-w, to .Sf4;'.,()0(),ooo 

in lO.iO. Herel()f(»re, the lion's share 
of thi-^ big hoodie ha> been pretty well 
split lip among Parke-Davis's Comhex, 
Kb Lillv's Miillicebrin. I pjolm's Obe- 
fortis. ami l.\.C."s \ Cdajxd vitamins 
wbi( h have used restrained advertising, 
and only in ihe trade ])ress. 

Keaciion aiiKnig druggists to liybu- 
lol s razzle-dazzle advorlisiiig is mixtvl. 
fvj)ically. a sCONSou surveyor got this 
connnenl fiom Sanuiel Ross, (h nggist 
at the Loval (diemisls. Inc.. 20 Cohmi- 
hns \vcnuc. Manhattan: 

''Our sales of R\))iitol have gone up 
200', since it slarlecl its radio and '\'\ 
promotion and giving ns merchandis- 
ing cards. I've no donbt the product is 
good il has more of ihe 11 elements 
of U-("omplex than other llierapeuti<- 



vitamins, which makes il more potent. 
At the same lime, I worry about its 
extravagant advertising claims. The 
Food and Drug Administration has tak- 
en il up on the carpet because of its 
extreme claims." 

Another druggist said: "J must ad- 
mil il gives us druggists a 40' r profit, 
which we appreciate. And what's more, 
although 1 don't like its extreme ad- 
vertising statements. 1 must admit I 
admire the dvnamic selling camjjaign 
it has staged on radio and TV. It add? 
glamour to vitamins, just as Tintair has 
done for hair d)es. Makes our selling 
job easier." Herbert WViiistein, a pric- 
er at the Lodex Wholesale Drug Cor- 
poration, \ew York, thinks the Rybu- 
tol campaign is "a marvelous one. ' 
"Rybutol moved ver) slowly jjrior to 
their big ad camjjaign."' sa)s W'^ein- 
stein. "hut now we estimate our Rybu- 
tol sales to the 200 druggists we sup- 
ply are 10 times greater than before. ' 

Although be hasn't staged a Hadacol 
traveling carnival and certainly is not 
bankrupt, a comj)arison hetween Mor- 
ton Edell and Louisiana Stale Senator 
Dudley J. Le Blanc is interesting, from 
a purely promotional point of view. 
Like Le Blanc, Edell is an aullioritarian 
who believes in running his own show. 
Mso like Le Blanc, be is a demon sales- 
man who has a flair for mesmerizing 
customers. A handsome, 42-vear-ohl 
man who began life in Hell's Kitchen. 
Manhattan, he vibrates energy like a 
giant tuning fork. After a recent hec- 
tic conference vvitli him. his public re- 
lations consultant. Harold Wolf, gave 
him a bottle of Rybutol witli the ad- 
monition: "You need it. boss*, to keep 
you indefatigable." 

At a recent Chicago convention of 
druggists. Edell confided his philos- 
ophy : "Talk about your newsboys. 1 
was one. 1 outsold every newsboy in 
ihe neighborhood. I didn't .shout anv 
louder. But maybe I was a harder 
worker, a better salesman. Selling is 
the Itasie construction of your whole 
life. . . . \\ hen my compain was liorn 
in Chicago 11 ) ears ago. 1 was its only 
salesman : niy wife typed the imoiees, 
as we began taking in business. ' 

I nlike lladaeol's Le Blan<', Ivlell 
does not believe in rate-slashing deals 
with radio stations. It is his contention 
that by paying broath'aslers fair rates 

phis putting out a more potent vita- 
min jiroduci he has induced an in- 
creasing number of ])hvsicians to take 
interest in the theraj)cutic values of 
vitamins. 
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yes sir- 
thafs our baby! 



Just turned one year — and already he's 
a dominant figure in the collective living 
room of the Nashville market. And how 
that baby can sell! 

During one five month period, and with one 
afternoon program a week, WSM-TV pulled 
58,238 pieces of mail, each accompanied by a 
15 f proof purchase! 

With a single announcement WSM-TV sold 
2400 hand puppets which retailed for a dollar 
each! 

After an exhaustive checking counter test, 
WSM-TV sold groceries so well that a local 
grocery chain considers it a permanent factor 
in its day-by-day advertising program! 

one year in the life of a salesman . . . 

Once you know the background behind 
WSM-TV, and the market it dominates, this 
phenomenal sales ability is easy to understand; 

WSM-TV is th& only television station in the 
prosperous Middle Tennessee market. 

WSM-TV brings network television to this 
market with its own microwave relay system 
to Louisville, Kentucky. 

WSM-TV draws freely upon the famed pro- 
duction know-how and the star-studded, 250 
strong talent roster of WSM. 

Small. wonder this remarkable baby set a new 
TV set saturation record the first three months 
of operation, is setting new sales records every 
day of its short life. Irving Waugh or any Petry 
Man can fill in the details for you. 




Nashville WSM-TV 



Channel 4 
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l-"(lcll ])iit> it this way ulipu .-poakijij; 
to (Iruggists" niectijigs: 

■'Sijice Cahriel Heatter went oji tlic 
radio slatioiis across the Mutual net- 
work, and when we started this hig T\ 
O])eration acro-s the counlrN. ajid this 
newspaper saturation, ch) \ on know 
what ])h\ simians' jecpjcsts for H\hulol 
samples ajc toda) ? Between 1.000 antl 
2.000 a month. They're hcing sold the 
same as \our cnstojners. 

1 his is seconded 1)\ Irxing Kill. 
Edell's ad\ertising execntixe: '"Oar 
stratejiv is to hux the liest Ln\s on ra- 



dio. T\. and news])apers, that will sat- 
urate the market with a nuiximuni jmm- 
her of total inijjressions. The hest re- 
sults always seem lo involve all three 
media, c.onihined with harddiittijig 
point-of-sales promotions. ' 

In making business decisions. Edeil 
is hossman supreme. On the executive 
level within the company, he is aided 
not onl\ h\ Rill, hut also his two broth- 
ers. I'hillip Edell. vice president and 
secretary, and Louis Edell. treasurer. 
At the advertising agejicv. he has the 
E]. Cohen. Jr.. ac- 



guidance of Harry 




Low 
Cost 
Coverage 



You don't need a fat pocketbook 
to sell in Cleveland. Not when 
you include WDOK in your sales 
effort, because WDOK is the only 
station in town that delivi^rs the 
audience broken down into sepa- 
rate segments. Here is how we 
do it. 

Cleveland has a population of ap- 
proximately 1,400,000. About 533,000 
are foreign-born or of foreign parent- 
age. They like their programs in their 
native tongue, so WDOK gives them 
just that . . . shows in Czech, Ger- 
man, Hungarian, Slovene, Polish, 
Italian and Slovak. It adds up to llVz 
hours a week in Class "A" time. 

Then, there are 125,000 colored folk 
who make up a powerful buying 
group. Disc jockeys like Bill Hawkins 
supply them with what they want, 
and they voted him top man in town 
in the Cleveland Press Radio poll. 

Put them together . . . foreign-born and 
colored . . . and you have a slice of the 
Cleveland market that represents half 
its population. And you can reach these 
customers inexpensively through spots in 
these shows. If you want proof, we have 
one advertiser who gets such good re- 
sults his salesmen pay for the program 
out of their own pockets! Get all the 
facts from the Walker man, or write to 
WDOK, 1515 Euclid Ave., Cleveland 15, 
Ohio. 

UID^ 

C I e V e I a n cS 
5000 Watts 



count su])crvisor: Tom Greer, creative 
supervisor: and Mary Donlevy, lijne- 
buyej . 

"Sot to be forgotten is the shrewd 
public relations strijig-pulling of Har- 
old Wolf, who also manipidates pub- 
licity for I'earson Pharmacal's Ennds. 
Wolf has adroitly placed photographs 
of lushly built Lorraine Cugat in a va- 
riety of magazines I recently on the 
cox er of People Today) ; and, of 
course, there is always appended lib- 
eral mention of Vitajnin Corporation 
of America. 

Wolf's nu)st (Iraniatie humaji-interest 
coup, in the interests of VCA. was 
staged just reeenth . He found that the 
2] -year-old pianist, Xanette Tyson, 
who'd uon the prize on Hyhutol-spon- 
sored Texaris Have latent, was blind. 
Originally, the prize was a week's visit 
to Hollywood. But Wolf, sensing a nat- 
ural o])])ortunity for benevolent public 
relations, had VCA pay for her flight 
lo \ew York's St. Clare Extension Hos- 
pital. A surgeon, expert in corneal 
transplajiting. operated on her, to the 
accompaniment of wire service and 
newspaper ])hotos and news stories. 



**K:i<Iio ^laliolls Iiavc just begun to 
scratch ihe surface of llie potential good 
llial rntlio can accomplish for elieiits. 
. . . I want to emphasize the need for 
aclhe. agjjressi\c niercliaiidising and 
promotion of sponsored programs." 

AUHREY WILIJ.AIMS 
Radio-TV Director 
Filzcerald Aceney, Veir Orleans 



The same dranurtic flair character- 
izes VCA's connnercial messages. L'su- 
ally. two main points are hannnered 
home. One is related to the field of 
geriatrics: "Just because you're over 
35, you doji't liaxe to feel tired ajul 
w'eak! Science has now^ foujid how to 
fight that feeling of 'growing old'!" 
The other is a money-hack guarantee, 
offered in frenetic high-octane style: 

"It's here! The xitamin opportunity 
of the centurv ! Yes. for a limited lime 
onh , get 25 da\ s su])ply of amazijig 
Ryl)ntol^ — a Sl.9o \alue — free when 
you bu\ a hundred-(>eluca]) bottle! 
And listen! If you don't feel younger, 
more vigorous, at the end of 25 days, 
vou'll get your niojun back! ' 

Perhaj3s the best pitch is put over b\ 
Gabriel lleatter. \vho eondiines the ele- 
ments of fear, lacbrxniose tears, and 
ministerial neighborliness in his radio 
pajiegy rir'S. This Tleatter commercial 
is perhaps t) pical ; 
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KMPC IS DOIHG SUCH A CLASS A 
JOB® FOR SO MANY CLASS A 
NATIONAL ADVERTISERS® AND 
CLASS A LOCAL ADVERTISERS® 
IN THIS CLASS A MARKET® THAT 
WE'RE 100% SOLD OUT OF 
CLASS A PROGRAM TIME® 



® Sort of a one-station network, we cover 205 Southern California communities. 
© Such as: Bayer Aspirin, Birds Eye, Camels, Del Monte, Ipana, Libby. 

® For example: GallenKamp Stores, E. F. Hutton & Co., Marshall & Clampett, Thrifty Drug Stores. 

(T) Sell your product first in Southern California— and the rest of the world will buy. 

® Although our definition of Class A time is 6:00 P.M. to 10:30 P.M., we are 
virtually sold out until 1 :00 A.M. 



J 




KMPC 



LOS ANGELES-710 KC 
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50,000 watts daytime • 10,000 watts nighttime 

REPRESENTED BY H-R REPRESENTATIVES, INC. • AFFIIIATE, IIBERTY BROADCASTING SYSTEM 

RADIO CONTINUES TO BE "AMERICA'S GREATEST ADVERTISING MEDIUM' 
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52 ihrili-packed lialf'-liour slories of the fiiluiloiis rogue luatle 
fmnous bv Orson Welles in "The Third Man." Seu»l for audition. 



LANG- WORTH DISTRIBUTING CORP. 113 W»r 57th Street, New York 



it 



People Sell Be tter than l^nper" 




. . . and You Can Cover 
Central New York with 
ONE Radio Station 



ACl/S£ 

570 KC 



NI'.C Afldlate. WSYK-AM-FM-TV— the Only 
COMI'I.irrit ISroadcast Organization in Central New York 




II eadley-Recd, National Representatives 



"Friends. I want to tell )ou ahout a 
thief that's rohhiiig thousands without 
their knowing it. A thief that operates 
se<'retly — insidiously — to steal awav 
heahh — pep — and)ition — so you feel 
old before y our time. Fripiids. that rob- 
ber Tni talking about is a vitamin de- 
ficiency- the laek of Thiamin. I\ibo- 
(lavin and Niacinamide in your s\steni. 
That s why so many of them feel tired 
all the time . . . nervous, suffer from 
poor digestion, ratch colds easily — feel 
()id\ half-ali\ e. If \ ou're one of these 
folks, I want you to trv ll\butol — 
R-V-B-l •T-Od./the highest pf)tency R- 
Coniplex \ itauiins at their price. . . 

\ CA s own ad\ ertising future looks 
as rosy as the glow it promises to tak- 
ers of R)butol. Already, it is seeking 
a network TV .-ihow on film to supple- 
ment the Lorraine Cugal SIwiv; and it 
is likely that it will seek to increase its 
local radio and TV jirograms. Edell's 
own plans are clear and direct. "What 
this country needs most." he says, "is 
a bottle of Rybutol in every home 
throughout America." * * * 



TV COMMERCIALS 

{Continued from page 42) 

projecting worse. As a result, the atti- 
tude was ramjiant in the oflices of men 
who made decisions that thev couldn't 
afford to risk film-quality so they would 
have to do live instead. Furthermore 
-e\en my eiglit-vear-old could tell a 
celluloid opus from a live one. 

Toilay. fortunatel), this problem is 
a'^ obsolete as the zinc-lined commode. 
I find it hard to tell whether film shows 
are Yn c or not and even those experts, 
my two daughters, are fooled on nu- 
merous occasions. What has taken 
place is a raj)id cond)ination of hajjjiy 
e\'ents. The peo|)le who make fdm have 
unlearned the irrelevnncies of big- 
screen photograph). Whereas the) 
knew little or nothing before, the agen- 
cies have now learned a lot about film. 
And. equally imjiortant. the jjcople pro- 
jwting the footage lia\e learned how 
to .^hade the stuff. All this j)lus equip- 
ment improvements have done the trick 
so that toda\ film offers what it alwa}s 
li(dd in potential trcmciulous breadth 
and >weep and facility in telling stories, 
long or short. < (>nnnercial or program. 

Next big change that will (and 
nur'-t! I <'onie along is pruc reduction. 
This. I'm sure, will be cfTet^tcd two 
ways. First, by more jutlicious writ- 
ing and j)lannriig of whatever is to he 
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repeat 
success..: 





...doub ed 



KAY WEST and JANE WESTON 

(both on Westinghouse stations) 

AGAIN WIN TOP AWARDS 
OF GROCERY MANUFACTURERS 



NEW YORK, Nov. 12- For the second 
time, Grocery Manufacturers of Amer- 
ica, Inc., chooses KEX's Kay West for 
First Prize in the "Life-Line of America" 
Trophy. And WOWO's Jane Weston 
again wins an Honorable Mention! 
Awards were presented by Paul S. 



Willis, president, at the annual G.M.A. 
convention at the Waldorf-Astoria. 
These awards bring further evidence of 
the programming skill of Westinghouse 
women's programs. . and of their con- 
sistently eilective sales power. For de- 
tails, check Free & Peters. 



WESTINGHOUSE RADIO STATIONS Inc 

KEX • WOWO « KDKA • KYW • WBZ • WBZA « WBZ-TV 

National Representatives, Free & Peters, except for WBZ-TV; for WBZ-T\', NBC Spot Sales 
19 NOVEMBER 1951 
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slid: that moans fewer >rll\ optKaU, 
loiiir shots, actors, and set-ups I where 
thp\ add nothing to the dimension of 
the fdui only to its cost I. >e<-ond. 
lower cost in the actual production. 
The 100'"? (or greater) mark-up in- 
cluded toda\ to cover the (usually 
needed I tliree or four re-makes w ill 
pro\e hotli unnecessary and thus un- 
warranted. * * * 



MEN, MONEY, MOTIVES 

[Continued from page 6) 

The jury for this (the first I vear's 
S\lvania Television Awards wished to 



hestow special recognition upon the 
American 'I elephoiie ii; Telegraph Coni- 
pau\ for the suct-essful f onipletiou of 
its coast-to-coast coaxial cahle-niicro- 
\va\e rela\ s\ ~tein. \ IMi r, in some em- 
barras>nient, requested that the award 
not he given. Seems that the coaxial 
cable has airead) been "over-bally- 
hooed" for the Bell S>st<'m s taste, since 
the cable exists primarily to service 
long-distance telephone messages. 
* * * 
Could be (we don't profess to know 
for a fact) that there is also some po- 
tential embarrassment from another di- 
rection. There is now a German-type. 



THIS RICH MARlCET 



No other signal covers the South Bend market 
like WSBT. Radio sets in use arc up to an all- 
time high of 32.8! WSBT's share of audience 
at 66.6 is way ahove the national average. And 
here television is insignificant hccause no coii- 
sistcnlly satisfactory TV signal reaches South 
l)cnd. Don't .sell liiis ri(di market short. W rap 
it up with WSBT radio. 



30 Years on the Air 




aluminum-encased coaxial cable whi(-h 
many excited American entrepreneurs 
think sujierior to the Yankee coaxial. 

* * * 

Perlia])s the most beguiling citation 
we've encountered is the wording 
(credit Deems Taylor) of the Sylvania 
Award to moderator-ni.c. John Daly, 
Says the citation: "Mr. Daly performs 
the diflficult task of being dignified 
without being pompous."' 

* * * 

Trusting this finds you the same. 

★ ★ ★ 




ROUNDUP 

{Continued from page 55) 
Briefliji . . . 

WHBF-TV's super-Neon sign, six 
stories high, now can be seen for miles 
on both the Illinois and Iowa sides of 
the Mississip])i River. The call letters 
of the Rock Island, 111., station flash 
on one side after another of the four- 
sided steel television tower. Installa- 
tion of the signs took two weeks after 
three months spent in designing and 
building them. 

* * * 

Ohio State University's eighth an- 
nual advertising conference held re- 
cently in Columbus featured clinical 
sessions on radio, TV, industrial and 
retail advertising. On the lighter side 
was the Ohio Association of Broadcast- 
ers cocktail party. Among those pres- 
ent (see photo) front row (1. to r.) 
Carl George, WGAR. Cleveland, vice 
president and general manager, and 




PAUL 



RAYMER COMPANY 



NATIONAL 



REPRESENTATIVE 



Ohio radio, agency, sponsor execs get together 



past president of OAB; Miss Trudi 
Schlnembach. radio-TV director, Gerst. 
Sylvester & Walsli, Cleveland: L. A. 
Pixley, W'COL, Colunihiis (current 
president OAB) : Allen L. Billingslcy, 
president, Fuller & Smith & Ross. Cleve- 
land. Hack row (I. to r.) Bromley 
House, \ ice president. Gregory & 
House; llenn Coleman, advertising 
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HOOPER T£L£V/S/ON AUDIENCE INDEX 

SHARE OF TELEVISION AUDIENCE 



TIME 


TV 

SEIS- 
IN. use 


TV 
Station 

"A" 


TV 
Station 


TV 
Station 


TV 
Station 
"D" 


KTLA 


TV 
Station 

"i" 


TV 
Station 


OTMCtt 
TV 


EVENING 
SUN. THRU SAT. 
6:00 P.M.. 10:00 P.M. 


45.7 


9.5 


5.9 


14.0 


16.8 


* 

35.3 


8.6 


9.7 


0.1 






SUNDAY AFTERNOON 
12:00 NOON.6:00 P.M. 


26.0 


4.3 


4.2 


19.4 


30.1 


★ 
33.3 


2.0 


6.2 


0.5 


SATURDAY DAYTIME 
8:00 A.M..6:00 P.M. 


10.1 


7.9 




4.2 


12.1 


68.2 


2.5 


4.2 


0.8 



J* 

^aramomt^ 



1,038,750 TV Receivers in Los Angeles area, Nov. 1, 1951 

KTLA Studios • 5451 Marathon St., Los Angeies 38 • HOIIywood 9-6363 
Eastern Offices • 1501 Broadway, New York 18 • BRyant 9-8700 



KIY STATION OF THE PARAMOUNT TELEVISION NETWORK 



PAUL H. RAYMER COMPANY • NATIONAL REPRESENTATIVE 
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A 
NEW 



★ HELPS YOU GET 
DISTRIBUTION 

★ HELPS MERCHANDISE 

MOVE 

★ HELPS STRENGTHEN 
MARKET POSITION 

WHHM 

Is proud to be the first in the 
WHHMarket to Provide A 
True Merchandising Service 
to its Advertisers 



0f COURS- 



letters to the trade, personal 
calls and surveys are included 
in WHHMerchandising 



PLUS 



the Station That Gives 
You More Listeners Per 
Dollar in Memphis, 
Tennessee 




manager, Standard Oil Company of 
Ohio: Rohrrt W. Dailey. radi()-T\ di- 
rector, Al( Cann-Erick<on. and Jack M. 
Sclinuiii<k, radi()-T\^ director, Oris- 

wold-Eslileman (all Cle\ eland). 

« * •» 

\\ T \C'> connneieial manager, Bob 
I)ro\vn. has ( ome up with something 
novel in station merchanchsing. A 10- 
foot lighted display boaid. nmlti-col- 
ored, stand in W^oreester s Sheraton 
Hotel within sight of the hotel s main 
entrance. Tlie eight-foot high sign fea- 




Si 



Hotel lobby display is novel WTAG eyecatcher 



Inres transparent plastic "blisters"' 

which pro\'ide space for product dis- 

pla\s plus built in frame mats for five 

8x10 photos of \\^1;AG and CRS stars. 

A llnorescent center panel with six 

sfpiare feet of sign surface is used for 

promotion or display material. 
* * * 

CFIJB. fiO.OOO waiter in Toronto, 
was on hand to cover one of the top 
stories of the jear: the visit to Can- 
ada of Princess Elizabeth and the Duke 




CFRB, at Toronto airport, covers royalty's visit 



of Edinburgh. Covering their arri\al 
at 1'oronto's Malton airpiirt were CEliE. 
eonnnpntat(n-, .John Collingwood and 
announcer Jack Dawson. 

« * «• 

The Oscars of the selling field, the 
^ ankee Peddlers awards, were gi\en 
recentl\ to two top radio-T\ stars. 
\amed outstanding saleswoman and 
salesman of the \ear were Marv Hart- 




Stellar personalities help sell soda, tobacco 

line, star of Canada Dr\'s Super Cir- 
cus on AHC-TX' and Philip Morris' 
Johnn) . 

j * « « 

Agency and network members of the 
I Radio and Tele\'ision Production pan- 
' el at the AA \A Eastern annual con- 
, ferenee discussed problems and tech- 
niques. Among those present (see pic- 
ture h to r.) : Garth N. Montgomery, 




FORJOE S COMPANY, Nat l Rep 

CECIL PEAVER V.co Pres S Gen Manager 



Radio/TV production members at AAAA meet 

Kenyon & Eckhardt \ .p. : Sidney Mat- 
thew Weiss, Lewin, Williams & Saylor 
executive v. p.; Rodne\ Erickson, man- 
ager radio and TV operations, Young 
& Rubic-ani; Chairman Adrian Samish. 
Dancer-Fitzgerald-Sample \ .p.; Robert 
Montgomery, NRC Television executive 
producer; and Wallace S. Jordan, di- 
rector radio/TV, Wm. Morris Agency. 
* * * 

"Where\ er You Go . . . There's Ra- 
dio'' — this theme of the United Detroit 
Radio Connnittee is spreading nation- 
ally with stations coast-to-coast pick- 
ing np the slogan. Meanwhile, the 
slogan originators I'CKLW. WWJ, 

w xvz. wj'h. WKMH. WJBK. WEXL) 

de<ided to continue the campaign 
through 1.5 March. Other business at 
a r(>c(!nt director's meeting included 
the election of James II. Quello. WJR"s 
ad\ertising. public relations director, 
io connnittee chairman with Wendell 
Parmelee. \\A\'J sales manager, select- 
ed \ ice chairman. * * * 

SPONSOR 




LOS ANGELES TV HEADLINER! 



HER 
INFORMAL 
COOKING 
PROGRAM SELLS 
SO HARD,,, 
irS NEARLY 
SOLD OUT! 



NBC HOLLYWOOD 




Want a sure-fire women's partieipation sliow on TV to sell your 
food product in tlie great Los Angeles market? 

Take a look at Monty Margetts! And ]my time on tliis friendly, intimate 
show — if there's any left! 

We say this advisedly, hceaiise Monty's time is just ahont sold out 
as we write this. Here's a gal wlio doesn't pretend to he an expert cook. 
But her warm, appealing manner has won her thousands upon thousands 
of friends. They send in recipes hy the dozen . . . letters often running 
into the thousands a week. 

Yes, jNIonty may not be an expert cook . . . hut how she sells! 
Food products presented on her TV show get the support of dealers . . . 
and the patronage of customers in the booming Los Angeles market. 
Spots are available at the moment on the Monty Margetts program . . . 
they ivont be for long! Time is 2:30 to 3:00, jNIonday thru Friday. 
For complete details, contact KNBH, Hollywood, or your nearest 
NBC Spot Sales Office. 



TO SELL THE BUYING 
MILLIONS IN AMERICA'S 



2ND LARGEST TV MARKET 
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RAYCO 

Continued jrom page 37 

hi^ih-fasliioii aiiglo;^ with the hk)nde al- 
hirc of Eva Gabor had secniefl like a 
-lire coiiibination. 

>(). the (lie had been cast. Ra\»'o 
hafl started its iU-starred 11 -week raiii- 
paipii on 10 No\ ember 1950 in the 
8:00 to 8:30 p.m. slot. Fridavs on W'JZ- 
T\ . Behind it was an abnost uidirokeii 
string of ad\ertising and hnsine.^s sue- 
( esses for tlie firm. 

Balanced campaign> of spot radio 
and newspaj)er>. plus billboards and di- 



rect mail, had been (dicking for nearly 
fi\e \ears. T\' spot campaigns had 
been added, in the snnniier of 1950, in 
a dozen markets, and dealer reaction 
had been enthusiastic to both radio and 
T\ . 

The next logical step had been to 
find a new >clling medium that com- 
bined wide penetration with a chance 
to demonstrate \ isualK the qualities of 
the auto seat covers that Hayco had to 
olTer. Television programing, with tbe 
prime market of Xinv York (seven 
stores) as the testing site, bad seemed 
the answer. Later, it could be expand- 



ed gradualh to cover all 50 stores in 
40 markets. 

When the Rayco executives sat look- 
ing ruefully at the results of their "ex- 
j)eriment."' they were no longer sure as 
they had been, when the lovely Eva 
had first glided into focus on their TV 
horizon. \ ideo programing, they de- 
cided, was not for them. Also, they' 
uanted a new ad agency. 

The new ad counsel was chosen : Xew 
York's Robert B. Grady agency, a me- 
dium-sized firm whose downtown N. Y. 
headquarters bouses a lot of know-how 
regarding the advertising and selling of 
fabrics and textiles. 

Much to Rayco's surprise, instead of 
suggesting a big New York campaign 
ill newspajjers. a<count executive Ed- 
i win Lett began pitching a TV cam- 
paign to Rayco. The firm listened to 
the agency's suggestions, as wary as 

• 'Everyone has predicted the demi>e of 
radio. Yet two radio sets for every 
family in the U.S. have heen purchased 
since ihe end of \^'orld War 11." 

LEWIS II. AVEKV 
1 Arery-KnodeL Inc.. A'. Y. 

★ ★★★★★★★ 

an old maid in an Army camp. If they 
were ever going to test TV programing 
again. Rayco decided, it would have 
to be pometbing reallv special. 

The Grady agency began to look 
(»ver program availabilities in the New 
York market. A lot might depend on 
the wrong choice. "For a couple of 
weeks we listened to e\erybody s sales 
pitch, and looked at programs and 
kinescope? until we were cross-eyed,'^ 
Ed Miller, the agency's copy chief, re- 
called recently. "We analyzed dozens 
of programs on all of the New York 
TV stations, and checked the coverage, 
reception and history of all the TV out- 
lets," added Grady's Tom Hopklnson. 
Meanwhile, the Grady agency had 

' been doing a little (diecking of its own 
on the prattfall taken by Rayco with 
the Eva Gabor Show. The Gahor gal 

! could he a good TV salesman, the agen- 
cy knew, and shows of its type — the 
low-cost glamour interview variety — 

j had been a success for other clients. 

' After some careful investigations, 
plus some field trips to nearby Rayco 
stores, tbe agency felt it had the answer 
to the problem. The firm sold plenty 
of sets of its (Histom-fitted seat covers 
(which sell from $12.95 on up to a fan- 
cy set for over $50 in a huge variety 
of colors and fabrics) to women. Even 
when men were bnving. women were 




Only ONE Station DOMINATES 

This Rich, Crowing 15-COUNTY MARKET 
WITH 

1950 Net Effective Buying Income of $771,969,000^ 

•Sales Management, 1951 Survey of Buying Power 



AMFM 

WINSTON-SALEM 



NBC AKillale 



Rrorftrntfd tit 
HEADLET RECD CD 
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German crowd, part of the 1,250,000 from East and West Berlin, sees a typical RCA television program. 

Freedom's window in the Iron Curtain" 

You've read the story of last summer's 
TV demonstrations in Berlin. It at- 
tracted a million and a quarter Germans 
— including thousands who slipped 
through the Iron Curtain to see West- 
ern progress at work. 

Behind this is another story; How RCA 
engineers and technicians broke all records 
in setting up these Berlin facilities. The 
project called for a TV station and studio, 
a lofty batwing antenna, and the installa- 
tion of 110 television receivers at strategic 
points. Such a program would normally 
take several months to complete. It was 




IVor/c/ L-ecfc/er in 'R.crc/io — T^rsf- in le/ei/ision 



installed and put to work by RCA in a 
record-breaking 85 hours! 

Programs witnessed by Befliners included 
live talent shows, sports events, news com- 
mentaries, and dramatizations of the Marshall 
Plan. Observers pronounced reception fully 
up to American standards— another impressive 
demonstration of democracy's technical in- 
genuity and leadership. 

* * * 

See the latat wonders of radio, television, and 
electronics at RCA Exhibition Hall, 36 West 
49th St., New York. Admission is free. Radio 
Corporation of America, RCA Building, Radio 
City, N. Y. 20, N. Y. 




Part of the 401 cases of RCA equip- 
ment sliipped to Berlin for tele- 
vision demonstrations. 
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Sock Salesman Surpasses 
Great Expectations 

His "sock" salcsnianslii]! enr()ni[)asscs just al^oul every 
eoinmodily and scr\icc curronlh oflorcd the American 
|)uhlir. In the iiioii's furiiisliings field ihe experience of 
one of liis sponsors is h pical: 

"Willi liardly an exroplion. wliatevor we advertise on 
the Fnlton Lewis. Jr. program brings inniiediate 
rcsidls. sometimes far l)e\ ond experlalions. ' 

Tliat's llie statement of Mr. R. 11. Cooley. manager of 
Bisliop's (Clothing & W^iolen Mills Store, Salem. Oregon, 
sponsor of the Fullon Lewis. Jr. program on Station 
K.'^L.M. lie conliniies. "Onr hnsiness is definitely np over 
last year, which ilsclf was a very good year." 

The Knilon Lewis. Jr. capaeil) [o influence listeners has 
been dcmnnslraled lime and again. His zeal for e()\cring 
iIk! impoilanl slorie^^ of the da) and his ahilit) lo uncover 
stories wlii<-li snhscfpienlh heconie important are respon- 
sible for his large, loyal audience. 

If i|Ou want a r(ady-iiiad(> audience and a program \\itli 
neluork jireslige al local lime cost (uilli pro-raled laleni 
( osl I . iiixcsligalc now. Though cnrrenlly s])onsoie(l on 
nioie dian .'^70 slalioiis. llicrc iiia\ be an opening in ) onr 
lo( ality. Check your Mutual oullcl or the (looperalix e 
rrograni l)(parlment. Mutual Broadcasting System, 
I 1 It) l?ioad\\a \ , \^ C. lo (or Tribune Tower. (Chicago 11). 



often around to make the final decision 
on color and »t) le. 

But, the primary influence in the 
l)U)iiig of a set of auto seat covers, the 
agency soon realized, was masculine. 
The man to sell was the guy behind the 
\\hecl \\ho cared plenty about economy 
and \alue. as \vell as clii-chi good looks. 

In other \vords, Ua\co had been in 
somewhat the same position as a man- 
ufacturer of men's pipe lobaeco who 
had tried to sell his product via a day- 
time soap o])era. There had been an 
audience for the Gabor opus — but it 
had been basically the wrong kind of 
audience for Kayco. Too many wom- 
en, and loo sophisticated. 

(sponsor has double-checked this 
theorv on its own. Although no specific 
audience composition on the Eva Ga- 
bor Show during Rayco's 11-week run 
last winter is available, some compara- 
tive figures are available. Videodex's 
breakdown for the Faye Emerson Show 
in a nearby lime during the same sea- 
son show that out of every 100 TV 
viewing homes in New^ York, there 
were 130 \vomen, 100 men, 30 teen- 
agers, and 30 youngsters watching 
Faye. The Gabor show is currently 
doing a neat job of selling for Gayla 
Bobl)\ Pins — a \voman's product.) 

Rayco soon found the Grady agency, 
and account executive Ed Lett, camp- 
ing on its doorstep again, with a TV 
package under its arm. The show : 
WOR-TV's Trapped, a suspenseful 
half-hour local TV show, produced bv 
veteran videoman Harvev Marlowe. 
The price tag: about S2.500 per week. 

W^ilh understandable reluctance. 
Rayco signed on the dotted line, and 
Trapped was set for a start on 15 July. 
1951 on WOR-TV. Sundays 10:00 to 
10:30 p.m. 

Dealers were t(dd to quiz < nsloiners 
who came into the store, and to ask 
them: "How did you learn about Rayco 
seat covers?" The answers were to be 
written down on the sales slips. This 
way. Rayco figured, if they started to 
lay an egg, they \vonld know it soon 
enough. 

Even WOR-TV Pulse figures on 
Trapped, sho\\ ing that there w as a high 
concentration of males and lecn?a<rers 
in die audience, didn't remove all the 
mental bugaboos. 

Everybody crossed his fingers. The 
first rc-slauted TV commercials sold 
hard on the fact that Rayco was a spe- 
cialist in seat covers for all cars built 
since 1932. that thc\- offered value and 
real wear, and incidentally that thev 
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were "fasliioii right." 

Then, Rayco got the surprise of its 
young advertising life. 

The hard-hiltiug selling approach 
was an overnight success. the end 
of the first week, even though summer 
husiness was beginning to pick up any- 
way, Rayco could trace a total of 179 
sets of seat covers TV-sold- at an aver- 
age cost of $25 a set for a total of 
nearly $4,500 in traceable sales. The 
Ra)co dealers practically purred with 
delight, and raved about the show. 

Would it last?, Rayco wondered. 

It did. Throughout the rest of the 
summer, and on up to 21 October of 
this year. Trapped continued to boo-it 
Ra)co sales. Scared) a week passed 
when less than 225 sales were traceable 
to the show. On peak weeks, it soared 
over the 800 mark. 



• *l'hoiievisioii can make possible prcscii- 
tatiuii of ^rcat events, sncli as Grand 
Opera, too costly for advertising-spon- 
sored televising. Also, it can make pos- 
sible teaching methods on TV, so that 
rouiitless tlionsands of youngsters may 
secure college edncation vvitliont leaving 
home." 

II. C. BONFIG 
V.P.. Zenith Radio Corp. 

*' * * ★ 1^ * * ★ 

On the basis of advertising-cost-])er- 
sale. there were se\eral weeks when the 
TV-produced sales topped the other 
Ravco media combined by as much as 
50%. 

Ed Lett, Rayco's account executive 
at the Grady agency, said: "Our initial 
optimism regarding Trapped was more 
than justified. Sales far exceeded any- 
thing we had anticipated or had ex- 
perienced with any previous campaign. 
We also proved that television can be 
used successfully to sell a relatively 
high-priced item to car owners." 

Praise of a slight!) different sort, 
with a hint of Things to Come about it, 
came also from Joseph ^Veiss, Rayco's 
I president: "Rayco's venture on televi- 
■ sion this summer not only proved tre- 
i mendously successful saleswise. but 
I convinced us that in the future TV 
must be the prime medium for selling 
Rayco Seat Covers." 

What of the future, anyway? 
Rayco has some big plans coming 
up. and has its sights set on a big tar- 
get. It is one of the fastest-growing 
concerns in the billion-and-a-half dol- 
I lar auto parts and accessories business. 



Already, its 50 stores, which operate 
through franchised local merchants 
something like the Howard Johnson 




at 50,000 watts 
gives advertisers the 




GREATEST 
COVERAGE 



I 




at the 



LOWEST 



RATE 




of any Major Station in the 





DETROIT 
AREA 





This powerful radio voice is hitting a 1*7,000,000 population area in 
5 important states and is open to advertisers at the lowest rate of 
any major station in this region. A tremendous buy for action and 
sales that is establishing new records daily. G&t the facts now. 

50,000 WATTS at 80d KC. 

Guardian BIdg. • Detroit, Mich. 

Adam J. Young, Jr., Inc. ^ J. E. Campeau 
National Rep. President 
MUTUAL 
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W H Y ,? 

Why all the hoop-de-do 
about an umpire for 
the broadcasting in- 
dustry? 

Pulse does not aspire to 
this unenviable and 
unpopular role. 

Pulse is pleased and 
grateful to be a "bat 
boy" — handing the 
buyers and sellers of 
broadcasting time the 
best equipment pos- 
sible, fast, reliable 
and stable audience 
measurement, in or- 
der to play the games 
coming up. 

The buyers and sellers 
are the umpires. They 
call the plays and . . . . 

More of them use Pulse 
locally than any other 
service. 

For information . . . 
ASK THE PULSE 

THE PULSE Incorporated 

15 West 46th Street 
New York 36, N. Y. 



eliain, are Lriiigiiip Rayco an e^tinialerl 
SIO.OOO.OOU anmifll gross. 

This is just llie beginning, as far as 
Havco is c-onrerned. Annual business 
in auto sea <-overs- largely a seeondar> 
line in auto dealers, garages, aui ) 
stores, ete. — is now around S162,0()(V 
000. W'itli broadcast advertising as its 
heavy artillery. Kayeo intends to niak? 
a real beachhead landing in this lucra- 
tive territory, expects to doid)le it- 
present gross in a vear. Already, Ra\- 
co's neatdooking store*, with their uni- 
form clock lowers and big glass win- 
dows, are a familiar sight on key bigh- 
\va\s near big cities from the Atlantic 
Coast on into the Midwest. 

■'Eventually. Ka\co will he complele- 
1\ national/' agencv man Lett told si'OM- 
.•^OR. "and will ])e a major radio-TV 
ad\crtiser. We'll probably continue to 



4ti\«'tworli> aiul aHiIiatos niii^t bring 
altoiit a rcsiirf;«"n«-o of eonfulence in ra- 
liio. Integrity anH .vtaiidards of service 
niii«t niaintaiiH'd alon;; with doing 
a sellinK jolj.** 

IIOHFRT D. SWEZEV 
Kxrr. f'.l'.. Con'l Mann^pr 
n'DSl , Vcir Orlpons 



use TV to punch across our visual sell- 
ing, along with nc\vsj)apers, and n«e 
spot radio and billboards to back it 
up with 'reminder' advertising, and for 
market 'sperials'." 

Todav. liayco is still glowing from 
the success of its pilot programing ven- 
ture in TV. Since the business is still 
seasonal, the firm intends. howe\er. to 
wait until spring before plunging heav- 
ily into extensive radio or TV program 
campaigns. 

"We've already investigated the pos- 
sibility of putting Trapped on a net- 
work basis into all our ke) markets." 
a (irady agency official admitted, "but 
the show is not available to us on tliat 
basis right now. However, when we do 
buv. it'll be something very similar, 
with the same basic appeal. We're not 
going to lejieat the mistake of mis- 
matching the product and show." 

flius. more air a<l\ertising is dcfi- 
iiiteh slated, but it will be chosen care- 
fiilh. both b\ agcnc\' and client. So 
( onfident is l!ayco that TV will play a 
large role in its future destinies, that 
the firm has been < atcful to ex])and 
within the limits of 'f\ coverage. 

\cw Rayco stores arc now going np 
in a ])atteni that conies close to dii- 
|)licating and not bv accident, either 



-the pattern of network cables in TV. 
W here you find TV, more and more 
)Ou'll be finding Rayco stores. And, 
viee-versa. 

Rayco has its fonnula for video now: 

1. Bu) a low-cost, well-rated show 
with a strong masculine angle — and 
one that aj)peals to the average sort of 
guy. 

2. Sell hard on value and economy, 
as well as on the style aspects of Rayco 
auto seat covers. 

3. Check the results carefully, and 
merchandise the show to the dealers 
and to the })ublic. 

4. Re willing to admit an error, and 
be ready to profit by it. 

Wlien the economics of Rayco's ad- 
vertising warrants a jump into network 
video, backed up by a solid base of 
radio-TV spot usage and other media. 
Rayco will be able to move swiftly and 
\vith little waste effort. -k 



MIDWEST RADIO 

(Continued from page 29) 

radio set. reaching almost complete sat- 
uration. In 1940 91.4'~f owned radios. 
In Kansas 9H'r of the families now 



IN THESE MARKETS 

its A. M. 

MORNING & EVENING 



* Yes, and far A.M. radio in ttiese markets ■ 
% "SPOT" ttie call-letters as listed tiere! 



Great 




PLUS 
ABC 



Represented Nationally by 
JOHN E. PEARSON CO. 



Owned t Opar>1*d hy 
50UTHWE5TERN PUBII&HING CO. 
Vlf. ■•jrneldij frms. 
FLhlJihtri al; $a<i1hw«A Timai.ftmrd, Fan 5nii|li. 
Arhnnut; EjisminvT'Entcrprlic, BerllciviHe, Ohlo- 
harnaj and The DoHv Timii, Otrntilgt*, OliJelipm«, 
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Same old story 
in Rochester . . , 

WHEC WAY 
OUT AHEAD! 

Consistent Hooper Leader since 
1 943. Leads morning, afternoon 
and night! . . , , 

WHEC 



ROCHESTER, N.Y. | 
5,000 WATTS \^ 

Rtprtitntativtt . . . 
EVERETT-McKINNEY, Inc., New York, Chicago 
LEE F. O'CONNELl CO.,Lo> Angelci, Sen FroncUco 




ask 

km Blair & Co. 

about the 

Havens & Hartin 

STATIONS 
IN 

RICHMOND 

First Stations in Virginia 



own oiip or more radios in the home, 
compared to 84.?/rf in 1940. 

Multiple set ownership for Kansas 
is as follows. 

Percentage of all Kansas families; 1940 1051 
Owning one or more radios in 

the home — 81 .8% 98.0% 

Willi only one set in the home 71.0 58.0 

With two sets in the home io.8 30. ^ 
Willi (hrec or more ?cls in the 

home 2.4 10 6 

Owning an automobile railio 

rerei\'er Ifi.S 5-1.4 

I'crccntagcs of all car owners, 

with aulo radios _ 20.8 62.4 

With the great increase in multiple- 
set ownersliip over the past 10 years 
in both Iowa and Kansas comes the 
question, ''Does ownership of more 
than one set increase the amoiuit of 
listeninir, and are two or more sets 
used with any degree of regularity?" 

The Kansas Diary reports show that 
approximately half of all families own- 
ing two sets use them simultaneously 
each day, while more than two-thirds 
of those having more than two sets 
use them simultaneously each day. 

Percentages 
using sets 
simultaneoush : 
1050 1951 

Two or more sets used simiil- Esti- Diarv 

taneously: mates Reports 

In homes equipped with two 
.sets „ 24.0% 48.1 % 

In homes e(iuii)i)ed with three 
or more sets ... 42.4 69.8 

(1950 estimates arc based on "recalled use bv 
other members of the family," wherea« the 1051 
Diary reports are from all members of multiple- 
set families.) 

The average multiple-set Kansas fam- 
ily uses their two sets simultaneoush 
more than eight quarter-hours each 
day. Greater use is made of them on 
Saturday than on weekdays or Sun- 
days. This additional two hours of lis- 
tening in nearly half the homes repre- 
sents "extra listening." A chart show- 
ing the "Quarter Hours of Listening 
by the Average Family, using two sets 
simultaneously" follows: 

.\vcrage Family Uses Two .Sets Simultaneously 

On an average weekday 8.41 Quarter- hour.s 

\n an a\erage Saturda\ 9.32 Quarter-hours 

On an average Sunda\ 8.48 Quarter-hours 

.\\eragc weekday morning 2.61 Quarter-hours 

Average weekday afternoon 2.12 Quarter-hours 

.Average weekday evening 3.68 Qiiartc-r-hours 

The 1951 Iowa Study reveals that 
ownership of more than one set in a 
home increases the number of persons 
tuned to radio. The following table 
shows that comparison. 

I'er rent of respondents who 
listened during the four-hour 

test period in: 
One-.Set Multiple-Set 
HoiTies Homes 
All respondents 05.!l% 09.4% 
Tn urban homes 62.1 66.5 
In village homes 64.5 71 2 

In farm homes 70.5 72.9 
( I'erccnt.ages arc based on all questioned in each 
classification.) 

Amount of listening per adult is also 
increased b) multiple-set ownership, as 
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Summer is over and this gal's vacation 
is through 

It's "Back to Work" time and that 
means buyers for you. 

New dresses, new outfits, gals need 
dozens or more. 

Plus lipstick and hair soaps, all things 
that females adore. 

As shoppers they're smart so when 
out buying they go, 

They only spend money on products 
about which they know. 

So don't let them miss you, why be 
left out in the cold. 

Buy time on WSPD, Toledo, where 
your story is heard when it is 
told. 




Reprctentod N«tien«llx by KATZ 
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KLX 

LEADS ALL 
OAKLAND- 
SAN FRANCISCO 

INDEPENDENT 

Radio 
Stations 

9 OUHF 

12 

Hooper 
Periods/ 

Hooper Share of Audience, 
May through September, 
1951, Oakland 

KLX 

Tribune Tower • Oakland, Calif. 

Represenfed Nafionally by 

BURN-SMITH, INC, 




rev(>alp<l 1)\ llio Iowa =luclv. Figure? 
ill the follow iiig tabic sliow the pri- 
coiilage of iiicrea.'ie in lisleiiing l)\ the 
I a\erag<^ adiill. due to niulliple-sels: 

\11 WoiiuMi Men 

111 triiiK <>l nil adulK 

(|iu-<li<)iK<l 14.1'' I2.S'( 1!).<I'; 

111 Icniis of li'.Il■nel^. 

oiih I'.^i ins 

( I he ii|)i>< i ligiiu-s in lm< li (oluinn rc|)<)VI on -.1 
basis ol .ill ailiiUs (|ii(slioiicd, r<-gai<llcss of wlieili 
or t)ic-\ lia<l lisiciiod during the foiir-lioiii test 
IKTiod 1 lie louci ligiircs in (■a< li <oliiiiiii irpoil 
loi iliosc \\lio had lisicncd during tlir test pt-- 
1 iod. ) 

Radio ?el> located in ham? account 
for still more "extra listening." Jn 
l")l-9 one out of 10 farms in Iowa liad 
radios located in the barn, and nearlv 
all of this number used the radio there 
while milking. The following table 
l)riiigs these figures up to date: 

I'ciU'iitascs of radios 
in biiriis 
I<)l!l 

All larnicrs (|iu-slioiied ll.f)''^ 13. If;) 

I'ariiK-is who (nviicd hams 12. .'i Il-fi 
'lU-u it iiiiKlit Ik- noted (hilt 'JO. .'>'«• of I<nsa 

lla^ clrttl K it\'.i 

; In the IVi] Kansas Stud) Dr. Whan 
stndied the total amount of listening 
(lone (luring the average day. The fol- 
lowing table shows that the average 
woman over IJ! ^ears of age listens a 
great deal more than the average man 
or (hihl; however, the differences are 
smaller on Saturday and Sunday than 
on weekdays: 



N'uiiilx-r of Honrs .\\cfaa(' Kaiisaii Spends 
f.istcniiif; to the Radio i)ailv 
( riduirs are in hours, being total hours reported, 



di\ide(l bv miiiiher li\inK 


in Diary 


homes ) • 








A \ erage 




l O r .\i 


W'tmiaii 




1 .\vera8e Home) 


Over 18 


\\(ra(;e U'eekd.iv 


1 1.1 


0 hrs. 


'i.K) hrs. 


1 ai 111 pt-ople 


1 1 .(ifl hrs. 


(i.02 hrs. 


Xillase iieople 


10.22 hi-s. 


4.82 lirs. 


f ibaii people . 


lO.liO hrs. 


(.04 hrs. 


\\eiaKe .Sainrda\ 


lO.nt hrs. 


4.")1 Ins. 


\\ei.'ige Snn<la\ 


10.1 


Ins. 


3.07 hrs. 




A \ erase 


A\ erase 


.\verase 




Man 


Child 


Child 




<)\er l,s 


12-18 


411 


\veiagc \Vcekda\ 


2..W his. 


2.17 Ins. 


2.4.-. his. 


l.iini people 


2.00 hrs. 


2.2.'i Ills. 


2.00 Ins. 


\'illa);e peopl<- 


2.:!0 hrs. 


2.10 hrs. 


2.77 hrs. 


I'rhaii people 


2.58 hrs. 


:!.0(i hrs. 


2.()0 hrs. 


\\crage Sadirdav 


2.31 hrs. 


3. 71 hrs. 


2.10 hrs. 


\\eia);e Sunday 


3.08 hrs. 


3.03 hrs. 


2..".0 hrs. 



• \ io(al of 0(>.I22 (litTerent "lis(encr <|iiar(er 
hours" aie lepiesented in the li^ures in (be table. 

★ ★ * 



MR. SPONSOR ASKS 

{CoiiliiiiK'd jioin pn^c r>] ) 

motorists listening to their <'ai radios, 
stressed scr\ ice features, weatliei. traf- 
fic tips. 

Here at W ll' W'ilkie Hurck does ihe 
same with the 6:00 p.m. news. \\ hen 
Samuels Motors wanted to s(\ll rebuilt 
motors the\ bought news with .John 
Facciida 7:1,^ p.m.; Broad Motors 
sponsors nine fi\e-iiiinnte weather 
shows a week, including a new 6:2.^ 



weather show- to reach early shift dri\ - 
crs coming into the city. Beeching 
Motors buys two sport shows a week at 
6:.3n p.m. to gi\e scores and sched- 
ules. Albert Tire buys five minutes of 
news five nights a week at 6:40 p.m.; 
Swenson Motors the 11:00 ji.ni. new? 
Sunday night. So it sounds like serv- 
ice programs sell service for auto 
dealers. 

One (]uestion though — since most 
men are leaving their ears at home 
these da)S due to the parking prob- 
lem — wh\ doesn't some smart auto 
ser\ iceman buy a program to appeal 
to the wife who has the car all day 
long tlu^se days? Sell her on the clean- 
liness of the car after service — rugs 
vacuumed — ashtrays emptied — win- 
dow s sjiarkling- steering wheel wiped 
ofT — no smears on the upholstery — no 
grease spots on the fenders might do 
the job! Next -perfumed gasoline. 

Balf Brent 
Coininercinl Manager 
WIP, Philn. 



' RESULTS PROVE 

500,000 

MEXICANS IN CftlATER 

LOS ANGELES 

LISTEN TO 6 HOURS OF 

SPANISH 

PROGRAMMING DAILY ON 
KWKW AND KWKW-FM 
ASfC FOA/Of 



TWO 
are betfer than 
ONE 

KLIX IS KLICKIN' 

with ABC and MUTUAL 
Ask AVERY-KNODEL 



PACHAGi m tv 

film spot at TELEFILM Inc. in 

Hollywood I2S) Calif, lince 1 93S 
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TIMEBUYERS 

{Continued from page 35) 

tioii reps. 'You know me, Joe. / 11 look 
after yoii.' 

"Other executives— cspeciall) media 
directors who've heeii nurtured in the 
sj)ace department- have a superficial 
knowledge of tiniebuying. All they care 
about is whether a show has a 'high 
rating' or whether a station has 'high 
power.' y\ctnally. these executives see 
timehuyers as lacking in creative abil- 
ity. Consequcntl) , the) "re either prej- 
udiced in favor of a space campaign; 
or else, when a client insists on a broad- 
casting campaign, they loftily submit 
to the tiniehu\er an air campaign al- 
ready pre-digested. The timebu\er's 
advice is not sought. 

"This failure to consult the timebu> - 
er can mean a costly doUars-and-cents 
loss to the client. The timehuver, if 
he's experienced, can advise which sta- 
tion will olTer the client promotion and 
merchandising; what number of an- 
nouncements will bring best results in 
a certain area: whether to buy early- 
morning or middle-day announce- 
ments; and what closed-market station 



Mr. Ray K. Glenn 
Glenn Advertising, Inc. 
Dallas, Texas 
Dear Ray: 

You fellers in Texas is ust ter hear- 
ing stories uv big successes, so here's 
.■iurnpthin' you'll 
like. Hit's about 
th' home town 
uv W'GHS — 
Gharteston, West 
Virginny. Xow, 
Ray, Charleston's 
alius been a 
d u r n e d good 
market, but lis- 
sen ter this : 
durin th' first 
nine munts uv 
1951 til' depart- 
ment store sales 
went ui> seven 
percent over 
whut they tvuz 
durin' tli' same 
period las' year! 
When yuh con- 
siders thet th' 
sales is off as 
much as eight 
percent in some 
other parts uv 
th' country, 
Charleston looks durned good! An' 
don't fergit WCHS gives yuh more 
uv these well-off lisseners then all th' 
other four stations in town put ter- 
gelher! 

Yrs. 

Algy 

WCHS 
Charleston, W. Va. 




would be willing to horse-trade. ' 

A leading station representative ex- 
ecutive contends that giving timebu)- 
ers more strategic power would be a 
constructive move, in the sense that 
it would enhance the tiniebii) er's pres- 
tige. "The trouble Avitb tiniebuying 
is that it has no glamour." he says. 
"The client loves to get in with the 
world of stars and show bn-iines>. 
Meanwhile, as much of his money is 
going for announcements. But who 
wants to be pally with a guy who is 
loaded with papers, instead of beauti- 
ful dolls? Timehuyers have no glam- 
our but their creative intelligence 
should be recognized." 

To ivhni exipnl are liTn('l}uyers 
underpaid? 

Although the\ place millions of dol- 
lars in business, SPONSOR learned, the 
timebu)ers' own paychecks are often 



"Program for voiir aiidieiii-e . . . and 
your aiidiciiec alone. Originate rather 
than eopy . . . iinh-s!« an imitated format 
snits the needs of jour listeners." 

HAROLD E. FELLOWS 
I'rpsident. NARTB 

•k-kif-k-k-k-k-k 

picayune to an extreme. The pa) -scale 
chart on page 34. with some notable 
exceptions, is more connnon than is be- 
lieved. Frugal wages for timehuyers 
are especially prevalent in medium- 
sized agencies, where space advertising 
composes most of the agency's billings. 

A former agency executive who 
knows many agencies pointed out to 
SPONSOR that it's doubtful if timehuy- 
ers get a proportionately fair slice of 
the agenc) 's bonus money. Most of 
this mone\ goes to the more privileged 
accoimt executives and radio and TV 
production men. 

Several timehuyers pointed out addi- 
tional wage inequities. Man) timehuy- 
ers — even $65-a-week heads of the 
tiniebuying department — do not get 
overtime jiay, even though they put in 
considerable week-end paper-work. In- 
deed, some agencies are reported to 
feel at times that they can hire time- 
buyers on the basis that the free lunches 
provided by station representatives at 
Sardi's. 21. and Xedick's are part of 



their wages. 



A tiniebuyer at one of the top 10 
agencies in AM-TV billings explained 
that with the advent of TV, few agen- 
cies have hired additional timehuyers 
to handle strictly TV accounts. Gener- 





...far delivering listeners, SALES on 
your lively music and personality show. 
Thanks ta yaur "Katy Ellen" shaw, 
KTLN praved ta be aur best dallar buy 
in the Denver market"* 

'national advertiser's name 
on request. 

KTLN affers you prime coverage 
of the cream of the rich Rocky Mountain 
areo, including all af the Denver 
market, with Katy Ellen and a host of 
other programs slanted to the 
housewife. KTLN is nan directionol— the 
LARGEST independent stotian in the 
lorgest market without television. 

for availabilities wire, 
phone or write or 

Radio Representatives, Inc., John 
Nevir York, Chicago 
Los Angeles 



San Francisco 



Buchanan 
KTLN 
Denver 



KTLN 

1 000 WATTS 
DENVER'S 

only independent 
non-directional 
station 



K 
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1000 WATTS 




most far reachine station 



When you're looking over the facts, Mt. Time- 
buyer, remember this when you get to Charleston: 
IVPAL has created its own market. There are 
65,000 negroes in Charleston County alone — 
served by negro air personalities exclusively 
by WPAL. Take into consideration also, the 
21 surrounding counties served by WPAL's 
cleat channel coverage — and vou'll find in the 
neighborhood of 250,000 negroes listening 
daily to Bob Nichols ("Blues 'n' Boogie", 
"Jive Parade", "Harlemoods") , and Emmett 
Lampkin ("In the Garden") 
Yes, nearly half of our broadcasting hours 
daily are devoted to cultivating this large, 
ready-to-be sold audience, with our own negro 
personalities 

This means something: WPAL is the only 

\ Charleston station using members of their own 
race to sell the Negro Market! 




It look Fiill Hiiriis <Mily one 
iiioiilli of lu'vvsrji.stiiiii al }5:()() 
AM to vii'iiii' «li8lri(-t siih'w of a 
iialioiially atlvcrtisiMi ln'cr 
10%. Hums is one of tin- 
many top prrsoiialitirs on 
KO\ who ran pi-oinot«- yonr 
piodnct. Ask \Vvoi\ »X. Com- 
pany for tin* «-onipN>t«> I'ills- 
I)nr«:Ii story an«l a> ailahilitics. 



KQV 



l*i(i.siiiir;»li. 

MBS — 5,000 Watfs— 1410 



BMI 

SIMPLE ARITHMETIC 

IN 

MUSIC LICENSING 

BMI LICENSEES 

Networks 23 

AM 2,241' 

FM 354 

TV 103 

Short-Wave 4 

Canada _150 

TOTAL BMI 
LICENSEES 



2875 



-X- 



You are assured of 
complete coverage 
when you program 
BMI-licensed music 

of Nor. /2, 1951 
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ally, tiie radio tiinebuyer has been 
asked to take on TV duties, too — thus 
adding to an already complex, and ini- 
derpaid, job. 

I To what extent are tiniebuyers' 
promotion chances blocked? 

By and large, SPONSOR learned, time- 
buyers are rarely permitted to gradu- 

I ate besond serving as head of the time- 
buying department. The positions Avith 

' all the folderol and pleasant boodle^ — 
account executives and media directors 
— are more often than not assigned to 
recruits from the space department. 

Naturally, there have been excep- 
tions. Bill White of J'edlar & Ryan is 
an ex-timebuyer who handles the Ca- 
may account for P&G: Gertrude Scan- 
Ian, ex-tiniebuyer at BBDO, now han- 
dles the Wildroot account, with her 
sister. Eleanor, still holding the fort 
as timebuyer; Ted F'isher, ex-timebuv- 
er at Ruthrauflf & Ryan, is now one 
of the Camay account executives at 
Pedlar & Ryan; and Stanley Pulver, ex- 

I timebuyer at Dancer-Fitzgerald, is now 
Lever Brothers radio/TV^ media di- 
rector. 

I But, as Phil Kenny, head timebuyer 
at Kenyon & Eckhardl. explains, "These 
kind of promotions are hard to get and 
very few. Largely, it's because, up un- 

I til now. many tiniebuyers haven't got 
the social recognition or money that 

I they deserxe. Our agency is probably 
an exception. We tiniebuyers get recog- 
nition from the account group, and 
often consult directly with the clients. " 

A contrasting point of view is ex- 
pressed by Charles Wilds, timebuyer at 
N. W. Aver. "In a way," he main- 
tains. "1 can't blame an ad agency 
president for confining tiniebuyers to 
doing just that. After all. once a time- 
buyer has learned all the ropes, the top 
man might well be reluctant to cbaimel 
him into another field. He d have to 
go to all the trouble of training a new 
man for the rather complex job."' 
Others, within the industry, though. 

' contend that because the tiniebuver is 
roadblocked into a rut, he's apt to get 
bored, and seek out another post. This 
is attested to. in part, by the numbers 
of tiniebu)ers who lea\e the fold to 
heroine more highly paid station rep- 

j reseiilalix es. 

7'o tifiat t'Xtent are tinirhityers 
itutdequately trained? 

J Many believe tiniebuvers lose slatnie 
williin the ad agenc\ because they are 
usually drawn into the job on an in- 

SPONSOR 
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J. FKANK GILD AY 
V.i: ami Dir. Radio and TV 
CpcH & Preshrey, Inc. 



LIKE MOST 

"Newsworthy" 
TV S. RADIO 
EXECUTIVES 
Mr. Gilday's 
LATEST 
BUSINESS 
PORTRAIT 
IS BY- 

Photographer to the Business Executive 
565 Fifth Ave., New York 17— PL 3-1882 



discriminate, catch-as-catch-can basis. 
In other words, few set out in life to 
be timebuyers. and thus get iusufficient 
prehtuinary training. They are usually 
dragooned from the agenc) niailroom. 
from the office hoy ratik.s, or perhaps 
have served as a research department 
clerk. In a few instances, they may have 
served an apprenticeship working for a 
radio station, or, as in the case of Jane 
Shannon, timehuyer at J. Waltei 
lliompson, worked as secretary to a 
tiniebu) er. 

When they do get their start, they're 
often paid as little as $25 to $30 a week 
serving as timehiiying estimator. This 
functionary has the important role of 
helping select radio stations for a spot 
campaign from basic clerical data; lat- 
er he figures out what the campaign 



**If more functions of government are 
snljjected to television, we i^hall enjoy 
better government." 

SENATOR KSTES KEFAUVER 

is actually costing on the basis of sta- 
tion discounts for frequency. 

"The chief training drawback is that 
there are no actual college courses de- 
voted entirely to the inside workings of 
timebuying," one ex-timebuyer said. 
"In New York City, for example, NYU 
and CCNY teach night courses on gen- 
eral advertising. But only a couple of 
these sessions are dedicated to time- 
buying. As sales service manager at 
CBS. Ned Midgley used to teach a 
course that came closest to being ex- 
clusively devoted to timebuying. But 
he no longer does. His Prentice-Hall 
book, The Advertising and Business 
Side oj Radio, is probably the only 
timebuying text book available (Midg- 
ley is now at Ted Bates)." 

Some timebuyers, like Mac Dunbar 
of Ted Bates, believe timebuying can 
be learned "only through a slow proc- 
ess of osmosis." Others, like Bill Hin- 
man, who was recruited from the mail- 
room at Kenyon & Eckhardt, feel that 
advertising agencies should give orien- 
tation courses for their junior em- 
ployees, taught by veteran timebuyers 
and media directors. 

In summary, the president of a 
medium-sized agency said there was 
probably one solution for helping 
the underrecognized, underpaid, and 
overworked timebuyers, and that lay 
with the timebuyers themselves. "If 
timebuyers expect to rise in the ad 
agency world," he said, "then it is time 




For your 16 mm. educational 
film requirements 
use Precision . . . 

• Over a decade of 16 mm. in- 
dustrial film printing in black 
and white and color. 

• Fine grain developing of all 
negatives and prints. 

• Scientific control in sound 
track processing. 

• 100%opticallyprintedtracks. 

• Expert timing for exposure 
correction in black & white or 
color. 

• Step printing for highest pic- 
ture quality, 

• Special production effects. 

• Exclusively designed Manner 
equipment. 

• Personal service. 




are processed at 



PRECISION 

FILM LABORATORIES, INC. | 
21 West 46th St., 
New York 19, N.Y, 
JU 2-3970 
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tliPV started tooting tlieir own liorii. ' 

On tlio other hand, several to|j agen- 
(•\ o\eruti\es contac ted h\ sro.NSOl! feU 
that the statu? of timehuycrs was "as 
it shouKl he. ' The president of an 
agenc\ with major chunks of its hilling 
in spot radio and lY said: 

■■\\ e re< ognize that oru tiniehu\ers 
are highlv skilled and c ajjable. \\ h(!re 
we feel that their intimate knowledge 
of nunkets can he hel|)ful in making 
an\ hasic de< i^ion we do consult tiiem. 
That has al\\a\s heen our policy 
though it i> true that at some agencies 
the practice is to niininii/e the time- 
hu\er"s status. You have to remend)cr 
that in a large organization sp>:-eialists 
can't e\j)cct to he hrought in on every 
discussion. It s a matter of give and 
tak(; as to when your timt^huver i;^ 
hrought in and when he isn t. " 

'I he exe< utive vice j)resident of one 
major agency v\hich was < ited as heing 
j)arti<'ularlv j)oor paying said this of 
timehnvers' salaries: 



F U EE 

If the rnting on our completed 13 Craig Kennedy 
mystery shows starring Donald Woods, filmed 
especially for television, does not beat the rating 
of any mystery -detective TV show at end of 13 
weeks (comparable time) in any city, we offer 
your sponsor 2nd run at no charge for show. 

Iiiiiiiedialo l>i>liver.v 
first i:t i/2-lioiii- TV films 
contpleteil 

Adrian We!ss Productions 
present 

CRAIG 
KENNEDY 

CRIMINOLOGIST 



Starring 

DONALD 
WOODS 

OS 

CRAI« KENNEDV 



with 

Sydney Mason and Lewis G. Wilson 
Av:iilal»l<' 
l'\»r i\alioiial-l{<><^ioiial 
or l^ocal S|»onsorislii|» 

LOUIS WEISS & COMPANY 

655 N. Fairfax 
Los Angeles 36, California 
Phone: WEbstcr 5287 

Write-Wire-Phone • Screening Prints Available 




'"IVrhajis making decisions ahont 
large sums of spot hillings gives some 
junior hujeis the impression that they 
shouhl lie i)aid nuudi larger sums of 
money than is I'.ow the standard. W hat 
these individuals forget is that the ac- 
tual strategv has heen worked out he- 
forehand for them in many instances. 
\Ioreo\er. in many cases they are 
\oung in agency experience and are 
fortunate to he re<eiving training in 
the e\entualh well rewarded work of 
a tiinehu\er. We take young college 
graduates out of the niaiJ room and 
gi\e them a good opj)ortnnity when 
they start out in the timehuying de- 
|)artinent. 

But the j)ievailing feeling, even 
anu)ng agency management executives, 
was that during the relatively rapid 
growth of radio, and now of television, 
not enough reward as well as recogni- 
tion had gone to the jiainstaking yet 
often hrilliant work of tiniebuvers. *** 



510 MADISON 

[Continued from }>age 13 I 

SPANISH STATION LIST 

We would like to take advantage of 
still another of the many fine features 
of your jjuhlication and request that 
you send to us a copy of your list oi 
Spanish-language stations in the South- 
west and \Wst. 

Robert F. Kekfi:, Radio-TV Dept. 

Lake-Spiro-SJiuruian, Inc., Mettipliis 

• SI'()NSOI!"s list of 16)1 S|ianisli-l.ni;ruaKe sta- 
tions in the SoiittiH'i'st aiut West is available to 
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BACK SPONSORS VALUABLE 

In the few short months that I \e he- 
come acquainted with sponsor, I've 
found it tremendously valuable. For 
that reason 1 would like to obtain some 
hack copies as you suggested in your 
letter of 19 August, 1951. 

However, the fact of the matter is 
that 1 Avant to have a complete 19.S1 
hie, and since our order wasn t en- 
tered until August, there is a gap of 
more than half a year. Do you still 
have hack copies of all issues, and 
could y ou send them to us? 

I'm anxious to find out what I've 
missed — 1 d appreciate your letting me 
know whether or not you can furnish 
us with these back copies. 
Di'ANE A. Zimmerman, Radio/Tl Dir. 
Ceniiner Associates. Fort Wayne, Ind. 

• I'liaiiks. Header /.iiniiieriiian. Tliere'h a »oii- 
staiit deinaiiil for haek issues. Some may he ex- 
haiit.le<l. But those a\ ailahle will go forward 
|MMim|itty. 



MEXICAN MARKET 

I enjoyed your 4 June article on 
"How to win with Juan." As a whole 
it was a very good article, but 1 feel 
you did not show the clear picture. By 
that I mean that you took the word of 
station managers running Spanish pro- 
grams and, as such, some of the infor- 
mation was as they saw it which, in 
most cases, was right. 

Since 1 am of Mexican descent and 
yet as American as anyone can be. I 
have always felt that Spanish radio, 
like everything else, has and must 
change with the times. I feel that the 
huge Mexican market here in the Los 
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Mister MacPLUS, in kilts of plaid, 
Can pipe one ballaJ clear: 

"Let ithers take the high road, lad, 
Ye'll profit r-r-richer here!" 

For canny THRIFT, it's MBS! 

Here, by the MacPLUS Plan, 
A client can get more for /ess; 

Canny? You bet he can! 



-the difference is MUTUAL! 



t !■ + + + + + rOR DETAILS THE MUTUAL BROADCASTING SYSTEM • NEW YORK 18, N Y - 
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Despite bad weather, 
the North Avenue 
Nursery sold 20 
times as many apple 
trees as it normally 
did— so many, in 
fact, that it opened 
another branch -when 
it put its product 
before Chicagoans oil 
THE HOUSiWIVES' 
PROTECTIVE LEAGUE 
Most sales-effective 
participating program ' 
. . . anywhere! 






r-^ CBS 



5000 WMIS^ 
510 K.C. 



ISallonai Rep. 
The Boiling Co. 



watts 



the key station 
of the keystone 

state • • • 
Harrisburg, Pa. 




FOR QUICK, EASY 

REFERENCE TO 
YOUR COPIES OF 

SPONSOR 



get the 
beautiful 
SPONSOR 



at only 



$ 



4 



binder 

BINDER ORDER FORM 



SPONSOR 

510 Madison Ave. 

New Yorit 22 

Please send me Binder holding 13 is- 
sues and bill me later. 



NAME 



FIRM 



ADDRESS 



CITY ZONE STATE 

□ $4 one binder □ $7 two binders 



yViijj^ries area merits iialioiial sjxiiisor 
rocognilioii so llial llic Mexican j)eoplo 
can have enlerlaiinnenl uilli ihoir roni- 
mcrcials. Most of the Spanish shows 
are on small out of town stations clone 
by men using the same technicjuos 
used by American radio 15 years ago 
and aimed al yesterday's Mexiean au- 
dience using as many as 40 oommer- 
cials per hour. Here in Los Angeles 
and Southern California the big mar- 
ket is today's generation, not yester- 
day's. 

May I also point out that you eom- 
pletely ignored television in your arti- 
cle. Radio is the cheapest way but TV 
will bring you better results. I am 
speaking of the Los Angeles market. 

To prove the above points I had 
Tele-Que, a local survey organization, 
do a survey on the Mexican market in 
the Los Angeles area. I am sending 
you a copy. I hope that out of it you 
may find some interesting points. 

May I add that through my experi- 
ence with this market and the findings 
of this survey I have come to the con- 
clusion that this market can be reached 
more effectively doing a show with 
Latin music and English commentary. 
Ky doing a Latin disk show in English 
you not only reach the largest part of 
the Mexican market but you get, as a 
bonus, the many thousands of non- 
Latins that enjoy Mexican music. 

Again, thank you for your foresight 
in recognizing the huge market that is 
being ignored by national advertisers. 
Hank Hernandez 
Hank Hernandez Productions 
Los Angeles 

• Uraflrr nrriiatlilr/. will l>c ?lail In srnil i>i>|>irs 
i»f his 7 0-pagr survey '*'ri»r Mpxirai* >larkpl in 
Kos Anppirs** o» vp<]m*sr. 



WRONG AGENCY 

In your issue of 22 October you 
(juite justly complain about a private 
organization setting itself up to judge 
people's reputations, especially when it 
is careless about the facts. 

In view of your self-righteous posi- 
tion, I am sure you will be glad to 
correct the inaccuracy on page 52. 
which implies inadequacy on Foote. 
('one and Behling's part in producing 
the Toni White Rain film. The fact is. 
Foote, Cone and Relding did not make 
the film, but another agency. 

Tom Playfair 

AND His Red Hover Boys 

Ch icago 

• Oops, forgive tbp error! I'he Toni >S hilp 
Uain Shanipof> Bltn rf>tntt>errial was nia<lr hy th*- 
Tathani-Lair<l agency in Chicago. 




I Reasons Why 




The foremost national and local ad- 
vertisers use WEVD year after 
year to reach the vast 

Jowisli lYInrkot 
of lYIotropolitan IV«>\v York 

I. Top adult programming 
2. Strong audience impact 
3. Inherent listener loyalty 
4. Potential buying power 
Send for a copy of 
"WHO'S WHO ON WEVO" 
HENRY GREENFIELD 

Managing Director 
WEVD 117-119 Wrsi 464h St., 
New York 19 



19 NOVEMBER 1951 



87 



spomoMt 

SPEAKS^ 




The Iowa-Kansas studies 

\vay aflor year, for llic pa?l I'J- 
\f'ars. mrliciiloiis Dr. l"(ire<t W'liaii of 
\\ iciiila f iii\orsil\ has lunird out two 
radio lislcMicr s*lii(lios. ()ii(>, s])<)nsor('(l 
\i\ WHO, Dos \loiiirs, turns tin re- 
-oarcli s|)(illittlil on the wliolc stale of 
loua: the oilier. s])oiisore(l !)}■ W'll>\\', 
Topeka. does llie same for Kansas. 
I lili/.inu ])erso:ial inter\iew and diar\' 
te( lnii(]U("s. ein])lo\ injr student inler- 
\icuers, Dr. Whan goes into main' vi- 
tal facets of radio lisleninji. 

Ill SI'ONSoKs lead article in lliis is- 
sue (sec page 27 1 )ou will note that 
one advertiser hased a s])ol a])pr<i])ria- 
lioii of ?50().l)()0 on this Iiiforiiiati(iii. 
lhr<jii<rhoul the S. achcrti'^ers and 
ageiK ics are stii(h ing llie 1951 findi:igs 
newh released. 

\\ hat interested iis especiallv is the 
gKiwiiig leiideucv <if siiiail media hiu- 
ei v lo check loua liiidiiigs agaiii'^l Kaii- 
sa-- findings, Sin<(' the lecliiii(jiies are 



eoni])aral)le, the research ecpially re- 
lial)le, the (]iies|i()ii« ofl(!ii similar, llie 
areas akin, the Whan studies afford a 
rare op]>()rluiiit\ for surli doulile-check. 

We understand that other midwest 
stales have heen sur\e\ed hy Dr. Whan 

although some of the resultant find- 
ings ha\e heen for internal use only. 
Ne\l spring a hig chunk of the east 
niav he \^ hau-rese^irehed. 

In view of the definitive type of data 
uncovered, and the growing ohsoles- 
cence of the slill-much-used HMB stud- 
ies, we found this comment hy Dr. 
Whuii to us highly iiilcrcsting : 

"We sland read) to do the Iowa- 
Kansas t\pe of survey for the entire 
eountrv. if it is e\ er wanted — for ahout 
one-third of what was spent on BMB. 
The universities of the nation stand 
iead\' lo hand under our leadership in 
supplying such information for e\ery 
county and stale in the U. S. — at cost 
-on condition that all we find is puh- 
lished. not just the finding of coiitrih- 
uling stations." 

Beethoven — He also sells! 

What the pop music fans call "long- 
hair music"" — and what BMI more ac- 
curalel) dubs concert music — has too 
often been looked upon hy radio men 
and ad\ertisers as strictly sustaining 
stuff, okay for ])uhlic service hut not 
for <-onimercia] selling. Ahliough one 
of the truly great contributions made 
by the American radio induslry to the 
<ullure of this nation lias been the 
building of a mass audience for con- 
<'erl music, ilic fact that this l\ pe of 
iiiusi<- can attract even larger audiences 
and sell ]iroducts has been neglected. 



One of the reasons for underestimat- 
ing the size and importance of the se- 
rious music audience is. to (piote Ren- 
in' Goodman. . . the stuffy and hi- 
falulin" way some people write and talk 
al)out it." Last year, Dick Pack, imag- 
inative program director of W\EW. 
New York independent, engaged Good- 
man for a new role — program coni- 
mcnlator for a series of recorded Sun- 
day syni])lioiiie concerts. He choose 
B.C. for two reasons — because of his 
double-barrelled reputation and achieve- 
ment in lioth the fields of pop and con- 
cert iiiusi<: — and because Benny has the 
knack of talking about '"longhair" mu- 
sic in a liveb and appealing way. 

The Benny Goodman approach to 
the classics ]3roved so effe<'ti\e — it 
U])ped W^NEVi'^'s audience in its time 
slot 50 per cent — that this year Pa< k 
and Bi\Il president Carl Haverlin ar- 
ranged a unique public service project. 
In which BMI is syndicating Benny 
Goodman's "Music Festival ' at cost 
faboul $60 for a 26-week disk series) 
tf) stations all o\er the nation. This 
])roject, of course, is another impor- 
tant contribution by radio broadcast- 
ers to promoting the cause of concert 
music. But the commercial implica- 
tions should not be overlooked, for 
this program highlights the commer- 
cial ]Jotcntial of concert music. 

Stations that take the "Benny Good- 
man Music Festival" will, at no extra 
charge, l>e allowed to make the series 
available for local sponsorship, ilierc 
should be a great many local adver- 
tisers who will find this lively series a 
good way to win friends and influence 
customers. 



Applause 



Cen. SarnofFs three requests 

"I'ilch \()nr inciital tents in the field 
of imagiiialion," said David Sarnoff 
during the conimciiioralioii fif his 45 
\ears nf s('r\ic(" lo radio and llie nam- 
ing of l!(,'\'s I'riiKcloii Laboratories 
'■i)a\id Sarnoir Kesearch (!ciitcr."' 

\nd to pro\e thai his mental tent 
iie\cr is ])il( licd am where else General 
^ariioff asked for lliree new imcnlion-- 
b\ the lime his 5()lli radio anniversar> 
rolN around. 

1 irsl. he asked foi an amplifier of 
light lliat would ]i!'o\idc bright televi- 



sion pictures ca])able of being project- 
ed in the home or theatre f)ii a screen 
of ail}' desired size. He said that Or- 
riii Dunlaj). "head of the Intellectual 
De])artinciil of KGA,"' had labelled it 
"Magnalux. ' 

"Will you ])lease let mc lia\'e the 
Magnalux before 1956?" Ik^ re(juested. 

Second, lie asked for a television pic- 
ture recorder that would record tele\i- 
sion ])rograms on an inc\pensi\'e taue 
at the instant when the dots rea<'li the 
antenna "and beffire they go through a 
lot of comjilicated < ircuils and jilioto- 
gra])hic erpiijiment." GfCiicral Sarnoff 



called this a " Videograjih." 

"Will you please let nie ha\'e the 
Videograph before 1956?" he request- 
ed. 

Third, he asked for a small, noise- 
less, inex]jensive air-coiiditioner for tlie 
honic that wouhl operate with no iiio\ - 
ing ])arts — onh' tubes, lie named this 
"Flectronair." 

"Will ) oii please let me have an elec- 
tronic air-conditioner before 1956?" 
he re<|uested. 

These three lequests were typical of 
David Sarnoff 45 years ago. And ihej 
are tyjncal of the Sarnoff genius today. 
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Team. ..and It's 






Wholeheartedly reliable . . . 

In ihc course of more than 
thiriy )ears of broadcasting, 
Avthin' B. Church, president and 
founder of the IvMBC-KFRM 
Team, has iau<2;hi the folks in the 
Heart of America a great lesson. 
1 hat lesson is the fact that where 
ever ihey go there will be radio — 
and— if it's KMBC-lvFRM, it 
will be good radio. 

This earnest policy of reliabil- 
ity spreads both ways. Listeners 
in the rich Kansas City Primary 
Trade Area look to The KMBC- 
KFRM Team as tliey have for 
years, for tlie latest and greatest 
in broadcasting, 'idiey name The 
Feam their favorite source for 
news, sports, special events, edu- 
cational programs and fine whole- 
some entertainment day in, day 
out, year after year. 

Ai the same time, advertisers 
find that radio schedtdes placed 
on The Feam gel results. They 
know that they can depend on 
KMBC-KFRM for reliable serv- 
ice, and be sure that their sales 
messages are reaching the major 
share of the radio audience. 



indeed, The KMBC-KFRM 
IS xvlwlelieartedly rehable. 
why KMBC-KFRM lias and 
liolds the audi- 
ence and why to 
sell the XV hole 
Heart of Ameri- 
ca, wlioleliearted- 
ly, it's . . . 




KMBC-KFRM 



Team 



6TH OLDEST CBS AFFILIATE • PROGRAMMED BY KMBC 
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DETROIT 



SAN FRANCISCv' 
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HOLLYWOOD 
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